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| since 1866 ENGINEERING AND MINING JOURNAL 


HAS BEEN SERVING THE WORLD-WIDE MINING INDUSTRY 


— 


In 1952 E&MJ broke the all-time record 
for volume of advertising for monthly pub- 
lications in its field — carried more display 
advertising than the next three publica: 
tions combined. 150 companies used 
ENGINEERING AND MINING 
JOURNAL and did not use any of the 


next three publications. 


This increased volume of advertising in 
1952 was due to manufacturers’ interest in 
the largest expansion program in the his- 


tory of mining — which is now underway. 


More and more manufacturers are running 


Metal and Nonmetallic Mining ...Milling...Smelting and Refining 


a consistent product advertising campaign 
in ENGINEERING AND MINING 
JOURNAL. They want to be sure to get 
their sales messages regularly to the widely 
scattered buying influences in the world- 
wide metal and nonmetallic mining, mill- 
ing, smelting and refining industry to help 


get their share of this expanding market. 


ENGINEERING AND MINING 
JOURNAL in July, 1953, will present a 
dramatic panorama of this greatest world- 
wide expansion program in the history 


of mining. 
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A McGRAW-HILL PUBLICATION 
330 W. 42nd Street, New York 36,N.Y. 


e There are relatively few 
of the major buying powers 
that have not adopted T.R. 
as their guide in purchas- 
ing. Over 50,000 copies in 
use—-20,160 paid circula- 
lation of latest edition 
plus balance of earlier edi- 


tions continued in use. 


e Surveys continually show 
T.R. Advertising is often 
the only advertising seen 


at the buying moment. 





WHY DO 10,384 ADVERTISERS USE SPACE 
IN THE 1953 EDITION OF THOMAS REGISTER? 


There are many important factors which con- 
tribute to the phenominal number of advertisers who 


use T.R. annually: 


1. T.R. circulation is fully paid and ABC Audited. 
The substantial price of each edition eliminates any 
mere curiosity subscribers. T.R. clientele use T.R. 


habitually for Purchasing Decision. 


2. T.R. is comprehensive, complete and accurate. 
It contains all of the data available from all other 
sources combined, plus over 3,000 pages of exclu- 
sively T.R. purchasing information. T.R. clientele 


rely on T.R. habitually for Purchasing Decision. 


3. T.R. is preferred by better than 60% of the 
Industrial Purchasing Power of the U.S. and patron- 
age and preference are outstanding in the upper 
industrial brackets. T.R. clientele insist on T.R. 


habitually for Purchasing Decision. 


You too can reach the major part of your indus- 
trial market through Thomas Register. A T.R. rep- 


resentative will be glad to show you how. 


THOMAS 
REGISTER 


THOMAS PUBLISHING COMPANY 


461 EIGHTH AVENUE 
NEW YORK 1, N. Y. 








America’s Great Industrial 
Piping Market .... 


Te 














Who Plans the Systems 
and Specifies the Required 
Products on New Construction? 


Who Are Responsible 
for Purchases? 


Who Does the Installation 
Work? 


Who Are in Charge 
of Operation? 


Who Handles Repairs 
and Maintenance? 


THIS 


The men directly responsible for industrial 
piping are the SAME men who handle indus- 
trial heating and air conditioning — consulting 
engineers —— engineers in plants who have 
charge of mechanical services — the type of 
contractors who specialize in PIPING as well 


as in heating and air conditioning work. 


if you make any product used in a power 


or process piping system, and your advertising 
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NEW BOOKLET SHOWS 
WHAT YOUR OWN SALES DEPARTMENT WILL CONFIRM 


fails to reach these KEY engineers and KEY 
contractors —- you're missing the very men 
your sales department is right now bending 


every effort to sell. 


Read our new booklet to refresh your 
thinking — to note how effectively and eco- 
nomically HP&AC can do your most important 


sales-promoting job. Write for a copy today. 





KEENEY PUBLISHING COMPANY ~- 6 N. MICHIGAN AVE. 


NEW YORK: 1734 Grand Central Terminal 


CLEVELAND HEIGHTS: 3734 Woodridge Rd. 
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For the SIXTH straight year, 
MODERN RAILROADS 
leads in advertising gain! 
















1952 gain is more than all other railway 
publications combined! 





Modern Railroads—160 
Ry. Monthly C—31 
Ry. Monthly D—13 


Aggregate gain of all other Railway Publications — Moder Railroads 


TOPS the TOTAL 


§ Ry. Weekly E61 


@ Ona 


MODERN 201 N. WELLS STREET NEW.YORK Jaane 
_ AILROADS CHICAGO 6, ILLINOIS - PASADENA 1-423 Fret Tron Bldgs 





TOTAL ADVG. 
PAGES 
PER YEAR 


1600 


1952 
1400 


1200 
1000 

__800__ 

— Fs 


ini 


400 


Mt 
















—an average increase of more 


hice SN gaeliaes: pee yene, HERE'S HOW ADVERTISERS 
every year, for six years! HAVE RESPONDED TO THE 
READER RESPONSE WHICH 
HAS BUILT MODERN RAILROADS’ 
REPUTATION AS A “MIGHTY 
GOOD PLACE TO ADVERTISE!" 








READER INTEREST 
SETS THE 






| The chart above is the natural result of 
intense reader interest! The clear, concise 

evierreb lteter aes Mm Cole(sae eel reer erm Cem ave) cee te 
unheard-of reader interest'in railroad publica-» 


tions... and advertisers have been quick to 
respond! 


Thus a new pace in editorial technique has 
set a mew pace in advertising—an average 
increase of more than 200 pages per. year, 
every year, for six years! 


There can be no more eloquent proof of 
reader interest—and advertisers’ recognition 
of that interest—than the chart at the top of 
this page! 


ca Npp 


NEW YORK 17—441 Lexington Ave. 


CLEVELAND 15-1154 Hanno Bidg. 
PASADENA 1—473 First Trust Bidg. 
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it will pay you to 


GO DIRECT 


to the man who 
must engineer the 
application of your 
product into the 
manufacturing process 
... It’s a good bet 
that he is one of the 
thousands of men in 
responsible charge 
of important work 
in the process 
industries who 
receive and read CEP 
every month. 
* 
Make CEP your 
main-line messenger 
to process markets. 


Chemical 
Engineering 
Progress 


120 East 41st St., New York 17 
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@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Attracts foreign readers 


® TO THE EDITOR: The write-up you 
gave our centennial in your Decem- 
ber issue made a very good appear- 
ance. We have heard from sources, 
even in foreign countries, that the 
article appeared and attracted at- 
tention. 
TERRY MITCHELL, 
Advertising Department, Frick 
Co., Waynesboro, Pa 


Says cartoon ads bring 
good inquiries for West 


® TO THE EDITOR . . I was interested 
in Mr. Aitchison’s article in the 
February issue, “Can Humor in Ad- 
vertising Help Sell Industrial 


Goods?” 


For the past two years we have 


used a cartoon type of advertise- 
ment which is aimed at (1) stop- 
ping the reader, (2) telling as com- 


plete a sales story as possible and 


(3) soliciting an inquiry for our 
sales force. 

I have enclosed a few samples of 
ads which we have run. We feel 
that the Hatlo cartoon style lends 
itself very well to the type of ad- 
vertising we have to do. Our re- 
sults during these past years have 
shown a very definite increase in 
the number of inquiries (and con- 
sequently the quality) which we re- 
ceived from business publications. 
I personally feel that we have ob- 
tained our objective. 

While the cartoons may provide 
an air of lightness, the story which 
we tell is a serious one, and I feel 
that we have packed our cartoon 
with product information. On the 
other hand, if the prospect will not 
pick up the readings of the “bal- 
loons” he is provided with a rather 
complete story in the lower portion 
of the ad. You will notice that each 
advertisement carries its own cou- 
pon and we have found that a rela- 
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SAVES $$... WAX es you WASH 





PAID CIRCULATION THAT KEEPS ABREAST_ 
OF THE WELDING INDUSTRY'S GRo WTH 


THE BOX SCORE... . 1945-1952 
a ____ CIRCULATION _UP_= RATES _ % 
INDUSTRY & WELDING 
WELDING ENGINEER 88% 93% ARATE INCREASE 
17% 103% 


INDUSTRY & WELDING 
WELDING JOURNAL --—-—- — 8% 74% 





WELDING ENGINEER 
RATE INCREASE 


INDUSTRY GROWTH 











WELCING ENGINEER 
CIRCULATION 





¢ The welding market is expanding! 
Since the end of the war it has ac- 
celerated far more rapidly than aver- 
age, far more rapidly than the aver- 
age of industry generally. The sales 
of welding equipment, supplies and 
gases from 1946 to 1952 have in- 
creased 89%, but now it is even faster 
—between 1949 and 1952 the increase 
was 66%. Such growth forecasts a 
tremendous future for the welding 
industry. 

The circulation of THE WELDING 
ENGINEER has kept pace with the 
expanding market—and the space 
rate increase of THE WELDING ENGI- 
NEER has been in keeping with the 
circulation increase. 


“INDUSTRY SALES UP 89% 


RATE 





In short, you pay for what you get 
with THE WELDING ENGINEER—cir- 
culation increase matching industry 
growth, and circulation where the 
market possibilities exist. 


Since the end of World War II the 
ABC paid circulation of THE WELD- 
ING ENGINEER has increased from 
9,972 (December 31, 1945, ABC state- 
ment) to 18,728 (December 31, 1952, 
ABC statement) of 88%. This is 
five times the 
percentage 
growth of the 
next magazine 
in the field. 


HEADQUARTERS 
FOR WELDING 


INFORMATION 


330 WEST 42nd STREET 
New York 36,1. Y. 


Wy 


(at) 


INDUSTRY & WELDIN 
CIRCULATION 


WELDING JOURNAL 4 
CIRCULATION 8% 


WELDING JOURNAL 
INCREASE 


11% 





et your story in.. 


UES Ih tide | meek bu’ 
with the REFINERY CATALOG 


on aloe: 


perenne. 
idle. 


THIS BUYING GUIDE 

can go where your sales force often cannot be. It’s on duty 24 hours 
a day in the offices of the refinery men who actually specify and buy 
refinery equipment. 

Refinery buyers usually consult available catalogs first. Informa- 
tion there helps decide whose salesmen are invited to call, what 
product is specified and which company gets the order, 

The Refinery Catalog puts your catalog in the hands of over 5.000 
refinery men with purchasing authority . . . men responsible for 
98% of refining industry buying. 

Ask a representative to show you the world’s most complete refinery 
buying power list, of men who regularly use the Refinery Catalog. 

Your catalog filed in the Refinery Catalog enjoys the advantages 
of planned distribution at reasonable investment . . . goine to 
the right men, in the right places... at the right time... to help 


you make your sales. 


SEND NOW FOR... 


Your copy of colorful 24-page brochure. Tells how 
to make sure refinery buyers give preferred usage to 
your catalog Value packed book gives market data, 
copy suggestions and cost comparisons. Ask for Refinery 
Cataloging Fact Book 


She Wolldi Largest WANWSIN Stblishers 


GULF PUBLISHING COMPANY 


OFFICES: * Houston (6), 3301 Buffalo Drive, LY-4301 * New York (17), 250 Park 
Avenue, Ei Dorado 5-4012 * Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 
* Cleveland (10), 1010 Euclid Avenue, Main 1-2550 * Tulsa (3), Hunt Building, 
3-1844 + Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219. 
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tively high percentage of these cou- 
pons are returned to us by readers 
in many different fields. 

While these ads may not be con- 
sidered good humor because in all 
instances I do not think they are 
truly funny, they are nevertheless 
the cartoon type of ad and I thought 
you would be interested in our ex- 
perience in same 

T. Z. VAN RAALTE, 

Advertising Manager, West 

Disinfecting Co., Long Island 

City, New York 


Purchasing show coming up 
® TO THE EDITOR . . I would ap- 
preciate it deeply if you folks in 
INDUSTRIAL MARKETING would be 
good enough to list in your an- 
nouncements of coming events the 
Eighth Annual Conference and 
Products Exhibit of the National In- 
stitute of Governmental Purchasing. 
It will be held at the Netherland 
Plaza Hotel, Cincinnati, Nov. 8-11. 
As a subscriber to IM, may I take 
this opportunity to tell you how in- 
teresting and valuable your publica- 
tion is to me. 
ALBERT H. HALL, 
Executive Director, National 
Institute of Governmental Pur- 
chasing, Washington. 


341 ads have run since start 

of B. F. Goodrich campaign 

® TO THE EDITOR . . I have been out 
of the city and so only now have 
seen your Copy Chasers’ article 
and Mr. Van Petten’s letter about 
the B. F. Goodrich industrial cam- 
paign. Both you and Van are much, 
much too generous to me. 

I never saw a sound advertising 
job yet that wasn’t a cooperative 
enterprise between the advertising 
and sales departments of the adver- 
tiser on one hand, and a lot of peo- 
ple in the agency on the other. That 
assuredly has been true in this case 
I am glad Van mentioned Betty 
Landers for she deserves a great 
deal of credit indeed, as do many 
others here at the agency. And as 
for the B. F. Goodrich sales and 
product men in the home office and 
branches, they have been indispens- 
able 

You would be interested, I think, 
to know how many times, since your 
1936 beginning, we have discussed 
your comments, and how much we 


















For Your Greatest 
Business-Building 
Opportunities .... 


OOK T0 
YOUR 










| The 
Bay Gty Story 


History was written for the plumbing 
heating, air condiioning and appliance in 
| dustry during the week of September 7 
1952. For it was then that the editors of 
| Domestic Engineering and a crew of 40 re 
| searchers under the direction of Dr. Chas 
Allen, noted market analyst of Northwestern 
f University descended upon Bay City, Michi- 
| gan for the most intensive study of the re- 
modeling needs of a typical American City 
ever undertaken. 

More than 600 direct interviews and ac- 
tual case studies of existing equipment were 
made in a week-long survey of all types of 
buildings in Bay City and surrounding rural 
areas. The findings of this staff projected 
and interpreted on a national basis reveal 
for the first time, the extent of the country’s 
present remodeling needs, including buying 
intentions and buying ability For example 


plan to remodel kitchens 
plan to remodel bathrooms 
plan to remodel heating systems 
still have hand-fired heating systems 
plan to replace water systems 
plan to add shower facilities 
want new clothes dryers 
want new automatic washers 
want new water heaters 
want better than $1000 kitchens 
want individual appliances 


of the refrigerators are over 
10 years old 


want to pay cash. 

The complete Bay City Story, which is 
of intense interest to every manufacturer in 
this field and to advertising agencies serving 
these manufacturers, is available upon re- 
quest. 
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A Multi-Billion Dollar Market for 


PLUMBING, HEATING, AIR CONDITIONING AND APPLIANCES 


It doesn’t take a crystal ball to de- 
termine what lies ahead in 1953 for 
plumbing, heating, air conditioning 
and “PI i ‘or manufacturers 
who have been following the prog- 
ress of Domestic Engineering’s Bay 
City Study and are plotting their 
sales strategy on the basis of its find- 
ings and interpretations, the coming 
year holds great promise. 

The Bay Ci has revealed 
the true i | peat of re- 
modeling. "3 has shown that in 
every of structure . . . home, 
re Be plant, commercial build- 
ing, farm and institution . . . a great 
need exists for ee ease and 
replacement. It shown that, in 
a substantial percentage of these, 
full-scale remodeling of present 
plumbing, heating, air conditioning 
and gen installations is 
planned. It has shown that, in re- 
modeling, lies your greatest oppor- 
tunities. 

Through its all-out, all-industry 
Modernization Program, Domestic 
Engineering is showing contractor- 
dealers in this field how to prospect, 
develop and close sales in this, the 


more profitable phase of their busi- 
ness. It is stimulating Remodeling 
Sales Drives by contractor-dealers in 
all parts of the country and an ever- 
increasing number of manufacturers 
and wholesalers are becoming alerted 
to the ibilities of this concerted 

or remodeling business and 
are taking an active part in these 
drives. 

You, too, can participate in this, 
the industry's peer business- 
building effort and partake of the 
many benefits that such participa- 
eine assure you. bbs ose 
tic =, grate representative wi 
be glad to oes you how you can 
be a part of this fast-moving pro- 
gram. 

eeeee 


How well does the domestic engi- 
neering contractor-dealer know your 
product? As remodeling sales drives 
gain momentum it will become in- 
ee important to keep him in- 
formed on the merits of your equip- 
ment. You accomplish this purpose 
most effectively through a consistent 
advertising schedule in Domestic 
Engineering, the magazine he uses 
as a guide to remodeling business. 


Domestic Engineering 


1801 PRAIRIE AVE., CHICAGO 16, ILL. 



























(HEATING, 


CONSULTING ENGINEERS 
— who plan, lay out and specify the re- 
quired equipment for the heating, piping 
and air conditioning needed in new con- 
struction and in existing industrial plants 
and other large buildings. 


PLANT AND BUILDING ENGINEERS 

— who are responsible for the operation, 

maintenance of and additions to the heat- 

ing, piping and air conditioning systems HEATING, PIPING AND 

within their own organizations. AIR CONDITIONING CONTRACTORS 
— who purchase and install the many prod- 
ucts necessary to heating, piping and air 
conditioning both for new construction and 
in existing plants and other large buildings. 


Jin IN CIRCULATION |s: IN EDITORIAL SERVICE TO READERS 
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“MONTH AFTER MONTH HP&AC PROVIDES 
MORE INFORMATION 
PERTINENT TO THEIR JOBS 
THAN ANY OTHER PUBLICATION ’’ 


IN 1952 


271 PAGES ON INDUSTRIAL AND LARGE BUILDING AIR CONDITIONING 
152 PAGES ON INDUSTRIAL PIPING 
201 PAGES ON INDUSTRIAL AND LARGE BUILDING HEATING 


1953 


HP&AC will continue to serve, with outstanding editorial coverage, the 
specialized needs of these men. That is why, if you have a product fo sell 
in any phase of this industrial, commercial, institutional and public building 
field, HP&AC merits an important place on your 1953 advertising program. 


KEENEY PUBLISHING COMPANY - 6 N. MICHIGAN AVE. + CHICAGO 2 


NEW YORK: 1734 Grand Central Terminal CLEVELAND HEIGHTS: 3734 Woodridge Rd. LOS ANGELES: 672 S. Lafayette Pork Place 


AIR CONDITIONING HEADQUARTERS 


HP&AC carries monthly 


The Journal of The American 
Society of Heating 
and Ventilating Engineers 
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Oo. F. JORDAN COMPANY 


EAST CHICAGO, INDIANA 


WALTER J. RILEY. 
Chairman of the Board 
WILLIAM |. RILEY, President 
JOHN |. DEE. Vice President 


October 1h, 1952 


Marsteller, Gebhardt & Reed, Inc. 
1865 N, Wabash Avenue 
Chicago 1, Ill. 


Att: Mr. Bill Marsteller 
Dear Bill: 


It has been our desire for some time to express our sentiments 
regarding the development of the new JORDAN Literature by Marsteller, 
Gebhardt & Reed, and now that the pressure of its production has abated, 
you are entitled to receive our opinions. 


At the outset, may we congratulate you and your management for 
the judicious choice of an excellently trained staff and carefully planned 
facilities. You are to be envied in possessing s smoothly operating team of 
“men and machines." 


Speaking of men as individuals, we cannot over~emphasize the 
splendid cooperative effort extended by your Messrs. Duggan and Beggan. 
Their wholehearted seal in "quarterbacking" this publication made it possible 
for it to be enthusiastically received by both our management and our trade. 


We feel that the association with your well regarded concern which 
we have enjoyed for many years is being strenrthened, not by an individual 
publication, but rather by the continuous service of high caliber which you 
have extended. 

Very truly yours, 


0. F. JORDAN COMPANY 


4onn J, Dee 
Vice President 


O. F. Jordan Company is one of 


70 advertising clients of 
Marsteller, Gebhardt and Reed, Inc. 


Chicago and Pittsburgh 





TRADE ASSOCIATIONS OFFER 


INVALUABLE SERVICE on UNFAMILIAR 


MARKETING PROBLEMS 


have benefited by them. By the 
way, my records indicate we have 
written 341 advertisements in this 
series. 

Thank you again for your article 
and your praise. You're much too 
generous, but you’re stimulating 
as you always are. 

KENNETH W. AKERS, 

President, Griswold-Eshleman 


Co., Cleveland. 


Can IM help to set up 
an inquiry handling system? 


® TO THE EDITOR . . Some time ago 
you sent us reprints of articles on 
catalog. production which have 
proved most helpful to one of our 
clients. 

We're wondering now if we could 
ask another favor of you. One of 
our clients is a large manufacturer 
with markets in several fields . . the 
farm field, industrial, construction, 
railway maintenance-of-way, oil 
field, and several others. 

We are trying to set up a more 
efficent method of processing in- 
quiries, resulting from advertise- 
ments in many different magazines. 
More than likely, you have reprints 
covering inquiry systems that can 
be set up. 

Could you forward a few of these 
reprints to us. Our cordial thanks 
for your cooperation. 

R. W. HOOVER, 

Account Executive, Paulson- 

Gerlach & Associates, Milwau- 
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Who is Mr. X? 
He’s a thousand different men. 
And every day he blocks a thousand different sales. 


He’s the fellow your salesman never sees... 


maybe doesn’t even know he exists. 


But he crops up more often than you may realize. 
He's the man who sits in on a buying decision 
and says, “Never heard of that outfit.” The block 
thrown up by Mr. X can kill the sale—or divert 


it to a competitor. 


This serious problem in industrial selling was 
brought into sharp focus by a thorough survey 


recently made in one fairly large company. 


This company had 125 key officials and 97 of them 


stated that they had a voice in buying decisions. 


30 of these men with buying influence make a 
practice of seeing salesmen... but the other 


67 almost never had a direct sales contact! 


know about 
your product ? 


The firms which were attempting to sell this 
company invariably had no more than six sales 
contacts. Depending upon the product sold, these 
firms were missing from 30 to 67 men who could 


block the sale. 


Reaching and influencing such men is one of the 
main jobs of your publication advertising. 
Establishing contact with all the hidden buying 
influences and with the oncoming crop of new 
men is a far greater job than any sales force can 
cope with personally, But these men must read 
industrial publications .. . and 95% of the readers 


of business papers read the advertisements. 


Why not talk this over with your advertising 
agency ? A capable agency which has the benefit 
of a completely frank discussion of sales problems 


can help immeasurably in solving them. 


And an effective advertising program, well planned 
and executed, can put “Mr. X” on your team 


when buying decisions are discussed. 


™ PENTON fouuus 


PENTON BUILDING e CLEVELAND 13, OHIO 
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Marketing 


The precise and essential defense jobs assigned to much of our 
equipment place great emphasis on meticulous and far-sighted design 
engineering. In our work, we find Product Engineering a very valuable 
and consistently helpful information source. 

Raymond F. Jahn, President 

Ford Instrument Company 

Division of Sperry Corporation 





sparks design at Ford Instrument 


READS PRODUCT ENGINEERING 


The reasons why he dves are basic to your sales future 


Dedicated to the design of precise and intricate equipment of many essential 
types .. . among them gunfire computers, helicopter transmission units, and 
offset bombing systems ... he reads Product Engineering for the same reasons 
design-engineering leaders everywhere in industry read it. 


He does so because this magazine’s pages bring him a wealth of purposeful 
information nowhere else obtainable . . . and all of it geared to answer his 
never-ending quest for new ideas in product design. All the latest facts on new 
developments in design are here for him to read and study . . . and to put to 
work in the challenging job of making fine products still better. 


And for you who sell parts, materials, components, or finishes to industry, 
this fact is basic: over 20,000 leaders in industry’s Design-Engineering Head- 
quarters subscribe to Product Engineering because . . . more than any other 
publication . . . this magazine helps them in their jobs. 


This quality of helpfulness, to the men who exert industry’s essential voice 
in the purchase of your products, makes Product Engineering an outstandingly 
resultful advertising medium. A medium in which over 800 advertisers invest 
far more advertising dollars and pages than are invested in any other design 
publication. 


When you want bigger sales in the $26-billion Original Equipment Market, 
you concentrate your advertising in Product Engineering. Ask our nearest 
representative for all the facts about this magazine’s exclusive sales values. 


A McGraw-Hill Publication 
McGraw-Hill Building, New York 36 Products Engineering 


DISTRICT OFFICES: Atlanta 3 * Boston 16 * Chicago 11 ses teen lsreticoghaammanl 
Cincinnati 8 * Cleveland 15 * Dallas 1 * Detroit 26 ms A mee dvemmere 
Los Angeles 17 * New York 36 * Philadelphia 3 tebe on: 
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APPLIANCE 
MANUFACTURER 


gest 


NOW 


there is 


APPLIANCE 
MANUFACTURER 


magazine 


APPLIANCE 
MANUFACTURER 


> > 


APPLIANCE 
MANUFACTURER 


DECISION 


MAKERS 


APPLIANCE 
MANUFACTURER 


APPLIANCE 
INDUSTRY 
| 


@ No longer necessary to approach Manage- 
ment, Design, Production and Purchasing 
executives through different media; they 
have their VERY OWN MAGAZINE! 


@A Billion-dollar industry, previously sold 
man-by-man, department-by-department 
—now ALL recding ONE magazine! 


@A HUGE potential for your product ... 
over 50 advertisers in the FIRST issue! 
Rates on request. 


APPLIANCE 
MANUFACTURER 
201 N. WELLS ST. + CHICAGO 6, ILLINOIS 
NEW YORK + CLEVELAND - LOS ANGELES 
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in Industrial Marketing 


How much should small agency 


charge its small accounts? 


® MANY small agencies have found 

. the hard way .. that it’s mighty 
easy to lose money handling ac- 
counts in the $1,000 to $10,000 a year 
bracket. Too often they hesitate to 
charge clients for the actual worth 
of services rendered. 

An informal check of a group of 
small agencies indicates that the 
following methods , of billing are 
reasonable: 


Copy and layout. . There is no 
charge for copy and rough layout . . 
however there is a monthly retainer 
fee on the small account, ranging 
somewhere between $75 and $150. 
Space commissions apply against 
this fee. For example, if the month- 
ly fee is $100, and space commis- 
sions amount to $60, the client must 


pay $40 more to bring the agency’s 
monthly minimum up to $100. 


Research . . Research and copy for 
printed literature, direct mail pieces, 
ete., is billed at an hourly rate . 
usually $7-10 an hour or more. 


Travelling expenses . . Out-of- 
town accounts are billed for all 
travelling expenses transporta- 
tion, hotel, food, etc. If the trip is 
made for the purpose of developing 
commissionable advertising, no time 
charge is made. Otherwise, a daily 
service charge of between $50 and 
$75 is made. This is over and above 
the actual travelling expenses. 

Similar charges are made for vis- 
its to clients’ jobbers and dealers, or 
for attending trade shows. 


Publicity . . Charges for preparing 
the average new product news re- 
lease run from $15 to $25 and up. 
Postage, Mimeographing, glossy 
photos, addressing, etc., are extra. 

Time spent gathering material for, 
or writing feature stories is billed at 
$7 to $10 an hour. 
such as transportation, food, enter- 


Field expenses 


taining editors, etc., are rebilled to 
the client. 

[INDUSTRIAL MARKETING would like 
to know how other small agencies 


handle their billings . . Ed.] 


What editorial material should 
be in a distributor newsletter? 


1 monthly news-~ 


hut 
ipu 
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by H. BURTON LOWE 


o matter how Gargantuan your 
sales force, the odds are against its ever 
doing a hundred percent industry-wide 
coverage job in the more than 13,000 
Dun and Bradstreet-rated process in- 
dustry plants. Your sales engineers can- 
not be at all these plants at strategic 
times when specifiers are considering 
your type and brand of product. Your 
men would have to be clairvoyant to 
know what's going on inside these 
plants as well as who make up the 
membership of the various specifying 








































you can install your sales literature 
where it will stay on the job every day 
every month for a full year. The word 
“install” is used advisedly because when 


in selling the 
process industries 


Turn your selling “inside out’’ 
and you'll get your 


outside salesmen “‘in’’! 





NZ 


you place your sales literature in Rein- 
hold Catalogs —CEC and/or CMC — 
your technical sales data is firmly 
planted. Since 1916 the process indus- 
tries have been built around Reinhold 
Catalogs. The technical information 
they contain tells specifiers in con- 
fidence that your product or service 
meets their needs. This detailed data 
often is the determining factor whether 
your sales engineers are called in for 
consultations which result in orders. 


the huge buying power of the process 
industries. Reinhold’s list-building 
thoroughness, coupled with the fact 
that every company must meet a Dun 
and Bradstreet minimum rating require- 
ment of $125,000, provides proof that 
your sales literature reaches all the right 
men in all the right plants. 


Your Reinhold Catalog representative 
will explain how to sell the process 
industries efficiently, surely, economi- 
cally. You'll be surprised at how little 
it costs to tell your complete product 
story in CEC and CMC. Get the facts 
on low cost and sales results now! 





Process Industries 
Specifying Teams 

turn to 

qq? € ¢& 
CHEMICAL ENGINEERING CATALOG 
for detailed 

up-to-date data on 

process equipment 


engineering services 


materials of construction 







PROCESS INDUSTRIES 
PICTURE! 


REINHOLD CATALOGS | 


PUBLISHED FOR 
INSIDE PLANT USE 


BY ALL TITLE 
GROUPS. 






Process 
Industries 
Specifying Teams 
turn to 

a a 


&. . 


CHEMICAL MATERIALS CATALOG 
AND DIRECTORY 

for detailed, 

up-to-date data on 


properties, specifications 
and applications of chemicals 
and raw materials. 


Reinhold Publishing Corporation 
330 W. 42nd St., New York 36, N. Y. 


farch 1953 /17 





















American Aviation makes a 


the various distributors so that the en 
new ( applications for our 

| products discovered hv . 1a distrih: 
here is no reason, however, why this 
newsletter mus > limited to reports on 
| sales only. What e 


ther subjects shoul 


0 ® THERE ARE quite a few things any 
| | wide-awake distributor should be 


interested in knowing. 
He should be informed of new 
sales brochures that are in the proc- 


in TWA’s 15th Nationwide ieee? eg ‘ 
ess of preparation . . what they will 
Aviation Writing Competition cover .. when they will be available. 


Sept. 15, 1951 to Sept. 15, 1952 He'll also be interested in know- 
atid a tm ing about future ads or advertising 


f. PRIZE _ Technical Division, Operation and Development, campaigns that are being developed. 
Military Editor | If he has advance information on 
such material, he’ll never find him- 

t. PRIZE _ Technical Division, Sales and Promotion, self in the embarrassing position of 
Eric Bromley, Executive Editor having a customer know more about 





James J. Haggerty, IJr., 


‘ 


ft. PRIZE Technical Division, Business and Financial, an ad than he does. 
Wm. V. Henzey, Transport Editor A newsletter is a good place to 


AND tell about new product publicity re- 
SWEEPSTAKES. TECHNICAL CLASS | leases .. or feature articles . . that 
AWARD for consistent excellence are soon to appear in the business 

in aviation reporting. | press. 

If your research or engineering 
department is working on new de- 
velopments that can be announced, 

For over 15 years run an “advance” story in your 
Ad's Seett has won ' newsletter. And keep your distrib- 
utors advised of important activities 


MORE by your competition. Also, run 

P P S stories about new or important de- 
Editorial Awards uaa Apnailley Grom orale 

| velopments in your industry in gen- 


than all other aviation Woyne W. Parrish, Editor and Publisher | eral 


magazines combined! 
Use as many good pictures, draw- 


@. ¢ Daily + Bi-weekly 
D =” © Monthly Airline Guide ings, tables and charts as possible. 
narnia * Somi-Annval Directory Having a newsletter that is merely 


American Aviation's circulation * Daily Traffic News itiiaiationes tant i} it t 
1025 Vermont Ave., N.W., Washington, D.C. interesting Isnt enougn .. it mus 


climb to ) 
24,000 Advertising Offices | look interesting, too. 


over 
La Guardia Airport, New York City 
Phone: ILlinois 7-4100 Alfred W. Grimaldi . . former eastern man- 
iger, American Poultry Journal, has been 
r York 


Pennsy] 


Est. net paid. 


Many detailed and factual 

market analyses are offered 

by business paper publishers. | 

You can get them by referring Business Week . . New York 
to your 1953 err meee 





American Druggist . . New York, an- 
iced the following : changes: John 


J 


Jj manager, 


Industrial Marketing 


/953 MARKET DATA | ssutsites po f 
& DIRECTORY NUMBER | § Pirectory Numbe, 


Industrial Marketing hun tial 
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Why are there ane sails in this BIG BOOK? 


Basically because CONTRACTORS 
AND ENGINEERS alone has the big 
format to do justice to the big construc- 


tion industry. 


And because it has the long-estab- 
lished reader following which advertisers 
want. That's why it has for years carried 
more advertisers and more exclusive 
advertisers than any other monthly in 


the field. 


Send for the latest issue and let the 
magazine speak for itself. 





Contractors and 
Engineers 
the NEWS magazine of the construction industry 


470 Fourth Avenue, New York 16, N. Y. 











March 1953 
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NEW YORK 
44 Broad St. 


20 /in justrial Marketing 


yIc TYPEWRITER co 


wos 


ePHoNne Havmaenert ¢ o333 


January 8, 1953 
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w-cost inquiries 
2 


want lo 
_..and many of them 


per- Bey 
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automatic typewriters. 


secure inquiries from 
AUTO-TYPIST 


in nearly 
a keyed coupon 
stn pay advertisement placed 


umber of years we 4 
For 6 1 a small coupon. The ad 


all our megazine advertising, 


ied 
in The Wall Street in several magazines during the 
been 
vertisement had 


1 
Street Journe 
ths. We placed it in rong 
ee ith and repeated it on Oc 

r 


on Septe' _— 
rtisement prought the oe o. 
age was o highly su a 
onion te that the repeat adve 
tions brought in exactly 
sertion. 


Returns on t 
aown below $7.00. 
formance. I 
ment two wee 
the same numb 
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Two good things to remember about 
The Wall Street Journal: 


I. It reaches executives who are actively 
seeking products, services and 
ideas to improve their business. Not 
idle curiosity, but responsibility. 
That stimulates inquiries for you. 


2. These businessmen have the 
authority to move from inquiry to 
decision. It’s their job to approve, 
specify or recommend buying. That 


stimulates sales. 


THE WALL STREET JOURNAL 


Published at: 
CHICAGO 
12 E. Grand Ave. 


SAN FRANCISCO 
415 Bush St. 


DALLAS 
911 Young St. 


() NEWS 


Advertising awards 
to be made in April 
® PHILADELPHIA Presentation of 
the 1953 Second Annual Advertising 
Awards will be made at the opening 
joint meeting of the Triple Indus- 
trial Supply Convention, Miami, 
Fla., April 13. 

The awards are sponsored by the 
National Industrial Distributors’ As- 
sociation and the Southern Indus- 
trial Distributors’ Association and 
are given to manufacturers who 
along with advertising their prod- 
ucts have done an outstanding job 
in telling users about the quality 
distribution behind the products. 

Purpose of the awards is to en- 
courage manufacturers to capitalize 
more fully on their methods of sell- 
ing through industrial distributors. 

The awards will be made in six 
classes . . single direct mail piece, 
series of two or more direct pieces, 
single business paper advertisement, 
series of two or more business pa- 
per advertisements, manufacturer's 
catalog that contains a statement of 
benefits to users, and manufactur- 
er’s or manufacturers’ house organ 
that actively promotes benefits to 
users buying from industrial dis- 
tributors. 

Copies of the official rules and 
official entry blanks have _ been 
mailed to manufacturers by the 
sponsoring groups. 


Grove of Blaw-Knox retires 
after 33 years of service 
. After 33 years of 


active service, D. Clinton Grove, as- 


®& PITTSBURGH . 


sistant to the executive vice-presi- 
dent, Blaw-Knox Co., has retired. 
Blaw-Knox manufactures steel 
products. 

Mr. Grove joined the company as 
advertising manager in 1920. Well- 
known in industrial advertising cir- 
cles, Mr. Grove was one of the 
founders of the Pittsburgh chapter, 
known as the Industrial Advertis- 
ing Council, of the National Indus- 
trial Advertisers Association, serv- 
ing two terms as its president. He 
also is a past president of NIAA, as 
well as being a member of the Pitts- 
burgh Advertising Club and the 
Chemists Club of New York 





, ee 


doubling our advertising 
in GAS for 1953 


K. R. D. WOLFE, VICE-PRESIDENT 
SPECIAL CONTROLS DIVISION 
FISHER GOVERNOR COMPANY 


Here’s what Fisher Governor's salesmen say about GAS: .. . 


“The circulation method of GAS, reaching per- 
sonnel I call on in Gas Utility Companies, 
affords them the opportunity to become familiar 
with Fisher products.” 

L. W. SIXT, Cleveland, Ohio 


“I have already had two calls on the ad featuring 
engineering data. I very often get immediate 
results when ads of this type appear in GAS.” 

$. P. WEBB, Detroit, Mich. 


“In my opinion Fisher Governor advertising is 
well planned and adequate. GAS magazine ap- 
pears to be “tops” in its field among our cus- 
tomers.” 

R. S. STOVER, Marshalltown, lowa 


“From my observation, my gas company cus- 
tomers are regular readers of GAS and rate its 
editorial quality high.” 

B. R. JONES, Los Angeles, Calif. 


“Tam of the opinion that Fisher Governor Com- 
pany’s advertising in GAS is a most valuable 
adjunct to our gas regulator sales work.” 

JOHN H. CARTER, New Orleans, La. 


“It is obvious that my customers are regular 
readers of GAS, because they refer to specific 
advertisements which have appeared in it. It is 
definitely of value to have our advertising placed 
in the hands of the men I contact.” 

MALCOLM BLACK, New York, N. Y. 


“While Fisher Governor Company has 72 years of experience in manufacturing 
automatic pressure controls, our gas regulator line was started only 26 years 
ago and its tremendous growth and success owes a great deal to the publication 
GAS for distribution of our advertising message to the complete gas industry.” 


- K.R.D.W. 





how to sell 


Sluice gates 


... Or anything else the 
public works field uses 


sell the public 
works engineers! 


On streets and highways, in sewage and 
waterworks, airport and snow removal 
jobs, it's the engineer who's responsible 
for plans, materials and equipment. 
Planning a major project is no more 
technical than deciding on the products 
that will get the job done right. That's 
why you can sell more asphalt or aerat- 
ors (or trucks, clarifiers, or anything else 
used by the big municipal-county mar- 
ket) if you sell in PUBLIC WORKS Maga- 
zine. It solves on-the-job problems... at 
the top engineering level. And it's the 
only magazine edited especially for 
public works engineering officials. 


Public Works 


THE ENGINEERING AUTHORITY 
IN THE CITY, COUNTY, STATE FIELD 


310 East 45th Street, N.Y. 17 


22 /in justrial Marketing 








from Washington 





spending, industrial activity 


By Stanley E. Cohen 


@ IF THERE was any notion that the 
change of administration could mean 
a sharp cutback in government 
spending, it should be clear by now 
that the cut-back will be gradual, 
if at all. 

The Republicans have found, as 
most of them knew all along, that 
the costly program of defense will 
have to continue; maybe even be 
expanded, for the threat from 
abroad is greater, if anything, than 
it was last fall. 

While there may be some curtail- 
ment of government activities, the 
most important changes in the com- 
ing months will be in the quality of 
government. As newcomers, Re- 
publicans are in a position to sweep 
away the incompetent, and abandon 
the unnecessary. 

From the standpoint of industrial 
activity, a foreign policy which in- 
volves the arming of South Koreans 
or Chinese is a policy which means 
a high rate of government spending 
for arms and equipment. 

Since this is the policy the admin- 
istration is advancing, it is easy to 
see why the President cautions that 
the budget must be balanced before 
taxes can be cut. 

This is a sour dish for Republicans 
who rode into Congress by blasting 
the high cost of government, and 
there is a tendency at the present 
time to disregard the President’s ad- 
vice. 

Either way, the situation is deli- 
cate. 

Republican Congressmen want to 
give the taxpayer tangible proof that 
there has been a change. But pre- 
mature tax reduction . . in the event 
that the drive for reduced federal 
spending fails to produce results . . 


would force a Republican Adminis- 
tration to engage in deficit financing. 


CMP Leads Steel. . The controlled 
materials plan continues to govern 
the distribution of steel, copper and 
aluminum through June 30, but the 
plan has been “open ended” to per- 
mit producers to sell extra mill ca- 
pacity to anyone who wants to buy. 
In so many words that means that 
through mid-year, defense and non- 
defense industries alike will have 
tickets guaranteeing them the me- 
tals which NPA considers essen- 
tial for their operations, and all will 
have equal right to buy any addi- 
tional metal that is on the market. 

NPA is trying to decide on a con- 
trol plan for the second half of the 
year. Steel products producers say 
CMP should be abandoned on June 
30. The industry feels a system of 
directives should be used to assure 
ample material for defense and 
atomic energy orders. Beyond that, 
it is confident there will be ample 
steel to handle other business in the 
free market. 


Operation Committee . . The 
number of commissions and com- 
mittees which have been set up to 
investigate various governmental 
problems may be a subject for caus- 
tic comment by sceptics, but it is 
hard to see any sensible alternative. 

Having been out of power for 20 
years, Republicans are desperately 
in need of information about the 
government policies which may 
need changing. 

Almost everywhere one_ turns, 
there are “experts” of one lineage 
or another looking for ideas. 

For example, the Post Office De- 
partment. This agency employs 
over 500,000 people . . about a fifth 








TIMELY 


Sales - Opportunity 


in MAY Issue of 
PIT AND QUARRY 


Special Advantages 


for your Advertisement 


@ Extra long sales-life 
@ Extra high readership 
@ Coverage of top buying power 


@ Special editorial features con- 
dition the Advertising 


@ The entire section will also 
be mailed separately to all 
parts of the world. 


The May issue of PIT AND QUARRY is held in keenest anticipation by readers 
because of its unique editorial treatment on the subject of Lime and 
Agricultural Limestone. 


PIT AND QUARRY has long recognized the great importance of the Lime 
and Agstone Industries. Accordingly, the Limestone Section in May will be 
devoted to reports of the industry's progress in various sections of the country 
and to its problems and opportunities for increasingly profitable operation. 


The May Limestone Issue will be filed as a reference Number, thus giving 
your advertisement extra long sales-life. 


Limestone Plants need your Equipment ... NOW 


The potential machinery and equipment market in this field is so large it 
defies even reasonable estimation. Hundreds of plants need your equipment 
for expansion and replacement. Here’s a buying-market for crushers, screens, 
conveyors, kilns, hydrators, bag-packing machines, hammer-mills, limestone 
spreaders — just to mention a few. 


Your advertisement will be placed in the special section with the editorial 
content. Thus, the reader is editorially conditioned to your sales story. It’s an 
opportunity to sell and serve. 











You Can’t Use a Sundial 
in the Dark! 


ONCE a swindler caught the gullible with 24 hour sundials having 
radium coated numerals. 

It is redundant to say to you, “there has to be sunlight to read a sundial,”’ 
but, some people forget that it takes the right kind of light to guide the 
proper selling effort to an industrial market. 

There is no better light than Experience! 

The Advertising Agency that has not handled a wide range of industrial 
products can uncover much with the pseudo radium illumination of surveys 
of a market but no survey can ever equal the things that only Experience 
can teach. 

Only Experience builds up a background from which the future can be 
judged. Only Experience can teach a trade language. Only Experience can 
prove the ability of the publications in the field to develop business. Only 
Experience can teach the interlocking of those industrial products whose 
successful operation depends on working properly with other products. 
Russell T. Gray, Inc., has /ived with industry for over 30 years and this 
specialization in the promotion of industrial products has built up a wealth 
of experience that may be a solution to your advertising problem. Why 
not hear our story ? 


RUSSELL T. GRAY, INC. 
a 


205 West Wacker Drive, Chicago 6, Illinois 


Telephone CErtral 6-7750 
© 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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TO SERVE YOU BETTER... 


of the total civilian work force on 

the government payroll. Its spend- We b f 

ing exceeds its income by $699,000,- @ WESTERN UNION to 
000 . . a mighty big item to the 


Members of Congress who would call 17,619 EXECUTIVES for US .e- 


like to give the public a reduction 
e e - . e 

of income taxes. to Verify our Circulation lists 
Arthur Summerfield, the nation’s 

new postmaster general, has brought 


in personnel and transportation ex- | bit ERN “0m 
perts in an effort to find ways of | ] WE x 





improving the department’s opera- [ J N l O N l 


tions. He induced a leading real é 
estate authority to make a study of 
postal facilities problems, and he on offices throughout 
has invited Robert Heller Asso- e bape dato 17,619 executives. 
acing! sag tena the Depart- © Western Union verified company name and 
ment for the Hoover Commission, to hone. 
ddress by telep 

come back and bring its recom- © siakavn Union verified name of individual 
mendations up to date. and his title. 


es : . ii 
In addition to Mr. Summerfield, ® Determined number of plant employee 
of Con- | UM @ Determined locations of other woodworking 


’ any contacted. 
lants operated by comp 

marae ' here's ca Getedned name of plant superintendent if 
improve the Department. The House title was shown on our 
Post Office Committee has estab- what we neither name or 
lished a series of subcommittees to learned e eee was certified by local Western 
investigate various postal operating Union operator with signature. 
problems, and the Senate Post Of- a 
fice Committee has voted to spend ee 
$100,000 on a major investigation of | — 


postal operating and rate-making 


WP MAR DHALL, PRR ce 











however, the committees 
gress are also hunting for ways to 








Get the Complete As an advertiser .. . you can be sure of the readers of WOOD 


procedures , #2 investigation which Story WORKING DIGEST. You can be sure they WANT this publica- 
will utilize outside experts, and in- on how Western tion — with its powerful reader interest already proven by many 
| Union and WOOD 9 
WORKING DIGEST independent readership surveys. Now more than 95% personal- 
en | collaborated on ized, every copy of the DIGEST is directed to the right man, and 
users. huge nation-wide every man is a logical prospect for your product or service. 


Finally, the House Appropriations | — dl WOOD WORKING DIGEST now reaches more plants more 


volve an advisory council of mail 


new plants, offers deeper penetration of buying influences. Mod- 
ern format is pocket-size easy to read and use. Carries more 
pages of advertising than the next 4 publications combined. 


Committee has taken steps to tight- | Send coupon be- 
low for descrip- 


en its supervision of postal opera- 
I _— pare tive folder 


tions. A special task force of ex- 
perienced business executives has 
been recruited to help the appropri- 
ations committee find ways to cut | Just Published 
unnecessary government spending. 
Representatives of this group have | 24-page Data File based on NIAA 
been dispatched to the Department Outline 
in an effort to dig out money-saving Latest market figures, government statistics 
" : and publication data. elps you determine 
ideas. | the sales potentials for your products in 
| the huge woodworking indecee. Mail cou- 
Smoke Signal »« President Bisen- pon below for your copy of this Data File. 
hower side-stepped the first tariff 
increase recommendation to reach 
his desk, and told Congress he is not 
ready to take a stand on tariff at | 
this time. | | WOOD WORKING 


This first case would have raised Name 


the tariff on cheap briar pipes. In | 
setting aside the Tariff Committee’s | If BS Firm . 
recommendation he said he needs | 

| 


sa : ; : Street 
additional information on the tariff 


question before making any final | A HITCHCOCK PUBLICATION 
decisions. | | Wheaton, Illinois 

Additional tariff increase actions, | 
including higher tariffs for wool and 


City 














] helps you sell 
the Men responsible for 


Product Design « Development 


PD&D increases the effectiveness of Advertising by keeping 
Advertising as well as Editorial boiled down to Save Readers’ Time 


MARKET — It’s expanding, growing but its 
size is unknown and in many respects, 
unknowable. No one knows what design 
engineers will be creating and working 
on — for tomorrow's products. Therefore, 
you can’t reach too many product engi- 
neers—too often. 


PD&D SERVES THE PRODUCT DESIGN FIELD... 
reaching the engineers and executives re- 
sponsible for the Design & Development 
of durable goods—tomorrow’s products, 
manufactured in quantity for sale to con- 
sumers, business, industry and govern- 
ment 


34,000 COPIES OF PD&D ARE INDIVIDUALLY 
addressed to men who head up anda super- 
vise the overworked and understaffed 
departments hard at work Planning, De- 
signing, Testing and Specifying. They 
comprise the Original Equipment Market 

OEM-—the market interested in compo- 
nent parts and materials. 


BECAUSE OF A SHORTAGE OF DESIGN ENGINEERS... 
each one has had to be responsible for a 
growing work load. ‘‘Time’’ has become 
their most critical commodity—time to 
read, time to solve their design problems 
and incorporate them into tomorrow's 
products 


PD&D HELPS YOU MEET TODAY'S CONDITIONS... 


Products on the market are being re- 
designed for improvement, for economy. 


Others are two or three years ahead of 
marketing. Every day new products are 
reaching the phase where design has to 
be ‘‘frozen’’ for production. The present 
trend toward annual new models also 
makes the need for information about 
products—both new and tried-&-tested— 
even more imperative. 

PD&D SAVES ITS READERS TIME BY PRESENTING 
editorial content in short concise form; 
and by limiting advertising space to only 
1/9th and 2/9th page units. Because these 
two elements are blended in our page 
make-up, continuous analysis of requests 
for additional product information show 
that the advertising is as well read as the 
editorial material. 


PD&D HELPS ADVERTISERS DO THEIR NO. 1J0B... 
with 34,000 individually-addressed copies 
getting product descriptions and specify- 
ing data into the hands and personal files 
of Design Engineers. 

THEY READ PD&D AT THEIR DESK, ON THE JOB 
and respond through one of PD&D's 
three inquiry systems to quickly obtain 
additional information on selected items. 
Product designers phone, wire, write di- 
rect to manufacturers because PD&D 
furnishes individual names and phone 
numbers wherever possible and over 
4,000 use PD&D's Reader-Service cards 
every month making over 23,000 requests 
for additional product information. 


To make it easy for Advertisers who want to Buy 


Here's how one Advertising Executive 
highspotted his recommendation: 


+s Product Design & Development is rec- 
ommended in reaching the Design Field 
because it has the largest circulation at 
lowest cost — plus tangible evidence* that 
the proposed advertising will be read. 99 


Data for your proposal: 
CIRCULATION: 34,000 individually-addressed 
copies, GCA. COST: Flat rate of $150 per 
1/9 page unit or $1,800 12-time schedule. 
*TANGIBLE EVIDENCE that advertising-is- 
read: Received in the form of direct in- 
qguiries, and PD&D Reader-Service Cards. 


Media selection many times is determined not only by ‘‘who reads it’ but also by the 
mood-&-frame of mind of Readers...as well as WHEN-&-WHERE they do their reading 
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textile machinery, are anticipated in 
the near future, and the President 
says he expects to have new tariff 
recommendations for Congress soon. 
In his public messages, he has 
stressed that friendly nations must 
be in a position to sell in the U.S. 
But he adds, “we must preserve our 
own economic strength while being 
helpful to others.” 


The Happy Needle . . Democrats 
are engaging in good-natured need- 
ling of the Administration, and seem 
to thrive on their new, somewhat 
lower, station in life. Republican 
internal strife over the break in 
farm prices proved to be a particu- 
larly choice opportunity for the op- 
position 

Sen. William Fullbright (D., 
Ark.) said Republicans seems to be 
advocating a laissez faire program 
for farmers, and protectionist’s pol- 
icy for manufacturers. He _ blasted 
the President for refusing to sup- 
port farm prices, while retaining 
protective tariffs for manufactured 
goods. 

Fullbright said Republicans are 
willing to let “inefficient” farmers 
go bankrupt, but are anxious to pro- 
tect “inefficient” industries from 
foreign competition. 

“Why should there be one policy 
for Ohio’s pottery workers, and an 


opposite one for its farmers?” he 


AQ 


ntinue 





who\do you Self ? 


RESEARCH CTOR 
pine If you want to do a thorough job of selling your 


products to the Chemical and Process Industries, 
you sell them all—the presidents, vice-presidents, 
general managers . . . works executives, produc- 
tion managers, chief engineers . . . directors of 
research, planning and development . . . chemists 
and chemical engineers . . . 


. » because all are active participants in 
the specifying and buying of practically 
every bit of equipment and materials pur- 
chased by these twenty-four big industries. 





You sell them all—in Chemical and Engineering 
News—the magazine that does the most thor- 
ough, complete job of reaching 75,000 really im- 
portant men in the Chemical and Process Indus- 
tries . . . more than twice as many as any other 
magazine serving this eighty-five billion dollar 
field, at the lowest cost per thousand! 
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Any magazine worthy of consideration offers 


Audited Circulation 


Some have their circulation statements audited 
and verified by the Controlled Circulation 
Audit, others by the Audit Bureau of Circula- 
tions. In both cases you are provided with 
audited statements of magazine distribution . . . 


a positive measure of copies delivered. 


AVIATION AGE is a member of the Controlled Circulation Audit ... and provides 


you with an audited statement of how many copies it circulates, where they go and 
who gets them. 


Neither ABC nor CCA claims to measure readership /’ 





»»e+-only AVIATION AGE gives you 


/ 
/ 


/ Audited Readership 


The Ross Federal Research Corporation has just 
completed the first Audit of AVIATION AGE Reader- 
ship... a positive measure of the degree of readership 


enjoyed by this magazine. 


This audit goes beyond the check of copies delivered. 
It reveals what happens to them after delivery. It 
gives you a measure of recipient reaction... How 
many recipients of AVIATION AGE read their copies 


and want to continue receiving them. 


The audited readership statement, now Ask your AVIATION AGE representative to show you 
available for your examination, shows that : “ 
more than 90% of the individuals in the this audited readership report. 

AVIATION AGE circulation say, “We do 

read it; we do want it.”’ Naturally. those who 

do not read AVIATION AGE are replaced. 


Only AVIATION AGE gives you both: 
AUDITED CIRCULATION and AUDITED READERSHIP 


Kali AS ...to get RESULTS 
Di, =" in the 


Ving 0 \ 
AVIATION AGE r LY ff’ ' © ke 
a alae \ cvistion market 


New York 17, N. Y. ‘ 
MUrroy Hill 9-3250 - Yf 
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news 


of industrial sales and advertising 


Sees U. S. export drop in 1953 


Foreign restrictions hurt, 
but despite decline exports 
will be high, says McIntosh 


. A decline in U. S. 
export-import trade this year is to 


@® NEW YORK 


be expected but remedial action by 
the government is likely. 

This view was 
Dempster McIntosh, who recently 


expressed — by 


resigned as president of Philco In- 
ternational Corp. to organize his 
own foreign trade organization. He 
spoke last month at the Export 
Managers Club. 

“There is no lack of demand in 
foreign countries for American 
goods and industrial products,” he 
said, “But because of import re- 
strictions American manufacturers 
are prevented from taking care of 
this demand.” 

Mr. McIntosh said he saw no 
prospects for easing of foreign im- 
The ad- 
verse effect on American exports, 
he said, is likely to extend into 1954. 


port restrictions in 1953. 


Despite expectations of a decline, 
he said, this country’s export busi- 
ness will continue at a high level, 
with a larger share going to individ- 
ual companies that work to get it. 

Foreign countries’ lack of dollars 
has been partly responsible for their 
import restrictions, he noted, but 
this difficulty could be alleviated by 
increased imports by this country 

“To increase our exports,’ he said, 
“we must obviously increase our 
imports, the chief source through 
which foreign countries secure dol- 
lars with which to buy our goods.” 

Decline in world market commod- 
ity prices, he pointed out, will mean 
reduced dollar income in foreign 
countries and will seriously affect 
their economic conditions. 

On the favorable side, Mr. Mc- 


Intosh foresaw encouraging action 


by the new administration in Wash- 
ington, greater availability of mate- 
rials, and improved economic con- 
Con- 


tinuance of American economic aid 


ditions in several countries. 


volume throughout 
should 


in substantial 
1953, he said, 
stimulate American exports. 


materially 


ABP contest awards 
to be made in April 


® MILWAUKEE 
nies and their agencies in the As- 
sociated Business Publications’ 1953 
Contest for Advertising in Indus- 


Winning compa- 


trial, Institutional and Professional 
Papers will be awarded at the April 
15 meeting of Milwaukee Advertis- 
ing Club and the Milwaukee Indus- 
trial Marketers Association. 

The winners were chosen by 18 
executives from advertising agencies 
and industry in the Milwaukee area, 
under the chairmanship of George 
L. Staudt, advertising and promo- 
tion manager, Harnischfeger Corp. 
and Subsidiaries, West Milwaukee. 

To be awarded are Fred W. Bush, 


Contest Concentration. . | 


Allis-Chalmers Mfg. Co., C. K. 
Charlton, Bucyrus-Erie Co., Fletch- 
er Harper, Globe-Union Co., R. J. 
Keller, A. O. Smith Corp., Roy L. 
King, The Heil Co., Henry H. Lentz- 
ner, Kearney & Trecker, C. G. Link- 
field, Ampco Metals, Inc., K. L. 
Morgan, The Leroi Co., Walter P. 
Schmitter, Falk Corp., H. H. Tal- 
boys, Nordberg Mfg. Co., F. E. 
Wood, Inland Steel Products Co., 
Richard G. Wells, Badger Carton 
Co., Ervin R. Abramson, Ervin A. 
Abramson Advertising Agency, Ar- 
nold Andrews, Andrews Agency, 
Inc., Fred Beery, Cramer-Krasselt 
Co., Richard M. Davis, Compton 
Advertising, Inc., Warren W. Hut- 
ton, Bert S. Gittins Advertising, and 
Wilford D. York, Hoffman & York. 


Oregon Saw Chain Corp. wins 


industrial advertising award 


® PORTLAND . . Oregon Saw Chain 
Corp. has been named winner of an 
award for the best industrial adver- 
tising campaign in Oregon in a con- 
test sponsored by the Oregon Ad- 
vertising Club. 

Entries in the competition were 
judged by INDUSTRIAL MARKETING on 
the basis of clarity of campaign ob- 
jective, media selection, layout and 
art, copy, merchandising and ac- 
complishment of objective. The 
award was presented by the Oregon 
Industrial Advertisers Association. 

In addition to the award, certifi- 
cates of highest merit were pre- 
sented to Oregon industrial adver- 
tisers in four budget classifications. 





Surveys, finds and sells at one cost 





Where are 
your new 


‘53 customers? 

__— win If you sent 62,000 questionnaires to 
T ; your best prospects in all kinds 

| {7 of industries you could expect some 
= interesting leads from potential 





















































+... ake customers. 


But they couldn’t answer intelligently 
unless you described and illustrated 
your products. 


And the best way to answer a product 
question is with buying action. 


That’s how Industrial Equipment 
News explores, locates, and helps to 
sell in one thrifty operation. 


It's as simple as this: 


. You describe and illustrate your 
product in a standard 1/9 page 
space unit. 

. You insert this description in IEN 
at a cost of $150 to $160. 

. IEN takes your message to 62,000 
carefully selected buyers and specifiers 
in most all well rated, active firms in a a 
28 classifications from coast to coast. : ({ Y (tA 

. The most interested specify or buy u'r \ 
at once. : 


. Others interested send for further A enone wert a 
a ce al ndustrial Equipment News e Origina 
information. Thomas Publishing Company ' 


1EN 
You have made 62,000 calls, at a cost 461 8th Avenue, New York 1,N.Y. — Founded 1933 
. ; s, 
of 1/4c or less, on prospects of all eg 
kinds and have exposed your products a santas 
to sale in all worthwhile markets. Title 


Company 
. You have made a real market survey pore 
for 1/10 the cost of postage alone 


( ) complete media data file 


on 62,000 questionnaires. oritemno.1( )2( )3( )4( )5¢€ )6C¢ ) 


NipiP 
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Revolutionary New 


ApEco 


With built-in automatic 
continuous printer 


All-in-one pact unit kes photo-exact copies 
direct from original letters, forms, bids, contracts, 
invoices, catalog sheets, reports, biveprints. 





Now a single all-electric compact photocopy set-up 

makes a dry photocopy from any original in less 
than 45 seconds without any other additional equip 
ment The Apeco Systematic Auto-Stat prints, processes 
and dries all automatically . . Copies are ready for in- 
stamt use. The Apeco Auto-Stat saves up to 80% on 
copying jobs. Eliminates costly re-typing, hand copying, 
checking or sending outside for expensive copying service 
It's fast — only 2 steps will make legaliy accepted prints 
from any orginal up to Il x 17 inches — wether printed 
on one or two sides 


‘ SO LOW COST 

complete Apeco Auto-Stat one-unit photocopying instal- 
lation is priced well within the budget of oven che Smnalilont 
firms. It is remarkably low in cost of operation, too! 


No Separate Printer or Timer 
No Developing No Fixing 

No Washing No Drying 

No Trays No Dark Room 


HAVE YOU READ THIS 


Here is a seatly 
development. New booklet pictures 
can use this revolutionary new p! 


'S 

E: 
L 
- Developed and monutectured in the U.S.A. by § Address 


AMERICAN PHOTOCOPY 1. 
EQUIPMENT COMPANY } °'” = 


ee rm mentee eee eu 
V American Photocopy Equipment Co. 
, 2849 North Clark Street, Chicago 14, Ill, Dept. IM-33 


Firm 


a2 /indu trial Marketing 


NEW BOOK? 


informative, worthwhile, factual report on an important new copyi 
tells complete Auto-Stat aap — shows hon yen 


S 


EXPOSE 

Insert original and 
Auto-Stat No. 1 paper 
into continuous copier 


PROCESS 
Feed exposed | 
sheet and trans- 
fer sheet into 


2 


——. Auto-Stat 


I Please rush me—without obligation—F REE 
copy of your new book 
i on Auto-Stat—with full details on this photocopy method 


| about 6% from last year . 





Zone 


_State 


| year well in 1953 


@) News 
ontinued 30 
Certificate winners were: Gillespie 
Decals, Inc., with a budget of $5,000 
or less: Oregon Saw Chain Corp., in 
the budget range of $5,000 to $20,- 
000: Irvington Machine Works, in 
the $20,000 to $50,000 budget range; 
and Timber Structures, Inc., with a 
budget of $50,000 or higher. 

The awards were presented dur- 
ing Advertising Recognition Week 
at a meeting of the Oregon Adver- 


m page 


tising Club 


Speaker foresees slight drop 
in 1953 steel production 


® CHICAGO An increased produc- 
tion rate on the part of U. S. manu- 
foreseen by A. A. 
Monnett, Jr., assistant director, 
Commercial Research Department, 
U. S. Steel Co., Pittsburgh, when he 
addressed a meeting of the indus- 
trial group of American Marketing 


facturers was 


Association. 

The increased would be to 
obtain a better competitive position, 
rather than to increase inventories, 
Mr. Monnett said. 

The speaker looked to steel pro- 
duction of 105,000,000 ingot tons in 
1953 . . a drop from present produc- 
tion of 116,000,000 ingot tons. The 
prediction the as- 
sumption of a continuing war threat, 
without actual hostilities. He be- 
lieved a plateau on defense produc- 
tion would be reached by the last 
two quarters of the present year. 

Other industrial predictions . . au- 
tomotive construction will continue 


rate 


was based on 


| at an accelerated pace throughout 


1953, reaching 6 to 7,000,000 cars. . 
machinery production will decline 
. the con- 
tainer industry will equal if not ex- 
ceed its 1952 production rate . . ap- 
pliances should have a pretty good 
well drilling 
should increase by possibly 5%. 


| Basford makes five changes 


in its management personnel 


® NEW yorkK .. Five changes have 


' 
| been made in the executive staff of 


G. M. Basford Co.: 


Roger L. Wensley, board chair- 


| man and majority stockholder of the 
| agency, was named chairman of the 





everybody’s problems 


get packed in here 


It’s a management man’s brief case. 


Today he may be rushing off to 


solve a personnel problem. 


Tomorrow it may be investigation 
of a new production technique... 
or a raw material shortage... or 

a trip to Washington. Management's 
responsibilities and interests cover 


all phases of company operation. 


That’s why management men in 
metalworking turn to STEEL as 
their main source of information. 
They rely upon STEEL to give them 


the complete metalworking picture. 


—and here’s how STEEL delivers for them! 


-- 









Productivity 


How to raise worker produc- 


tivity. How to step up efficiency 


by improving equipment and 
reducing handling. What 
effect have incentive plans on 
productivity ? How to boost 
output through closer quality 
control and beter flow of 
materials 


Government 
Relations 


How will the new administra- 
tion affect the metalworking 
industry ? Will CMP stay with 
us? Will the government con- 
tinue to “mother” industry? 
Do you know the answers to 
these and other problems 
pressing industry today ? 


STEEL, 


program | 


for 


New 
Materials 


What is available? What are 
the properties? Where can 
you obtain them and at what 
cost? Where can management 
find new applications for its 
“bread and butter”’ materials ? 
Leads to help you find new 
uses for new materials 





Distribution 


What are the best ways to 
lower plant handling and dis- 
tribution costs? How to 
develop new markets and 
maintain high product de- 
mand. How you can deal with 
one of the most important 
single factors influencing busi- 
ness success or failure. 


. 






Research 
Activity 


Are you looking ahead into 


the new horizons research is 
opening to industry? What 
can research do for you in 
product development? How 
can progress in research help 
you in your market studies? 





Depreciation and 
Obsolescence 


Are obsolete machines drain- 
ing your profits ? How to keep 
a constant check on the pro- 
capacities of plant 
equipment. Helpful tips on 
maintaining peak perform- 
ance and staying competitive 
on a quality and cost basis. 


ductive 





New Production 
Techniques 


How to turn out better prod- 
ucts at lower cost by improv- 


Community 
Relations 


How to develop and keep 
good relations with the public 
and the people of your local 
community. How you can 
increase productivity 
lessen the danger of strikes 
through consistent, intelli- 


xent treatment. 


and 


Metalworking management faces a year of deci- 
sion. Never before have the men who direct the 
nation’s 50,000 metalworking plants had so 
many decisions to make . . . decisions any one of 
which could mean success or failure for their 
respective businesses. 


STEEL’s editors appreciate that metalworking 
management’s greatest need in times like these 
is information... timely, authoritative, reliable 
information... information management can use 
as a basis for its decisions, and around which it 
can build a plan for action. 


Throughout the year, STEEL’s 32-man editorial 
staff is presenting to management men a series 
of articles and special reports based on this 10 
point management program. 


Every week management men turn to STEEL 
because they know that STEEL will keep them 


Labor and 
Industry Relations 


What can a carefully managed 
labor relations 
for you? How to hire workers 
How to train them, make them 
more keep 
them on the payroll. Impor 
tant factors in dealing with 


program do 
and 


productive 


employees. 


Purchasing 
Methods 


posted on developments in metalworking indus- 


try which affect the decisions they must make. 


What are the secrets to pro 
duc ingga product at lower unit 
cost? How can the purchasing 


ing processing methods and 
increasing the efficiency of 
equipment. What new pro- 
duction techniques mean in 
terms of higher profits and 
faster production. 


agent play a bigger part in 
saving money? How can he 
improve his ability to buy 


wisely? 


management men in metalworking 


rely on... oe, PP 
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management a 
men in ; 

metalworking 
rely on 


PURCHASING 


PRODUCTION 


ENGINEERING 


STEEL 


ecause... 


3 Regular features keep 
them posted on vital 
issues: business trends, 
metalworking outlook, 
the automotive industry, 
the Washington picture. 


q The largest editorial 
staff of any business pub- 
lication in the world is 
working for them—dig- 
ging out, assembling, 
and digesting all the de- 
velopments and news of 
significance to metal- 
working. 


4 They secure promptly 
the price and market serv- 
ice on which thousands 
of buying decisions are 
based—6149 separate 
entries every week in the 
most comprehensive and 
authoritative service of 
its kind available. 


2 They get the timeli- 
ness of a weekly news 
magazine. They receive 
the information they 
need and can rely on for 
making immediate de- 
cisions and planning fu- 
ture action—while it’s 
“hot”. 


5 STEEL gives them 
fast reading through 
modern style and layout 
from cover to cover; 
clean, clear reproduction 
of editorial and advertis- 
ing pages; fewer words 
—more “‘meat’’. 


The magazine of the men who manage, operate 





and buy for the metalworking industry. . 
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executive committee. 

Henry C. Silldorff, who joined the 
agency in 1932 and who became 
president in 1949, succeeds Mr. 
Wensley as board chairman. 

Fred E. Adams, with Basford 
since 1942, and recently named ex- 
ecutive vice-president, succeeds Mr. 
Silldorff as president. Before join- 
ing Basford, Mr. Adams was an ac- 
count executive with Buchanan & 
Co., and before that was assistant 
advertising manager of Mathieson 
Chemical Corp. 

William H. Schink has _ been 
elected a vice-president and contin- 
ues as director of media. He has 
been with the company since 1921. 

John Sasso, who joined Basford 
last year as director of publicity, 
was also elected a vice-president. 
He was previously industrial editor 
of Business Week, and before that 
managing editor of Product Engi- 
neering. 

Reasons for the shifts, IM was 
told, are to broaden the agency’s 
services, spread executive responsi- 
bilities, and give recognition and ap- 
propriate authority to key execu- 
tives in line with the company’s 
growth. The agency now services 
40 accounts in New York and ten in 


Cleveland. 


Editors should lead field, 


IM publisher claims 


® cHICAGO .. Business paper editors 
are more than “just someone who 
provides the type to go around the 
ads” in the opinion of G. D. Crain 
Jr., publisher of INDUSTRIAL MAR- 
KETING, Advertising Age, and Ad- 
vertising Requirements. 

Mr. Crain told members at a t. f. 
club luncheon that the need is for 
“editors who are capable of leading 
their fields, who are looking ahead 
and promoting new and better ideas, 
and not just doing a routine job.” 

As an example of good editorial 
service, the speaker told of an edi- 
tor who went into the field and pre- 
pared a series of case histories with 
pictures showing the ways materials 
handling equipment actually saved 
money and increased profits for his 
readers. 

The stories immediately attracted 





What opinion do 
most people have 
about YOUR product? 


The way to get people to speak well 
of your product and your business 
is described in the S. D. WARREN 
COMPANY message appearing in 
BUSINESS WEEK for March 14 and 
in THE SATURDAY EVENING POST 
for March 21. Be sure to look it up. 








“HERE IS A CAPSULE 


MEASUREMENT" 


‘of Western electrical development 
in the 11 Far Western states 12.5% 
of the U. S. population uses 20% of 
all the U. S. electrical energy gen 
erated, developed by 18.4% of the 
nation’s power generating facilities 
To keep pace the Far West's utilities 
are expanding at a record rate 
2,000,000 kw per year and are spend- 
ing $765 millions or 21% of the 
total utility capital funds (including 
federal agencies) in this expansion 
program 

“Continuation of the Westward mi 
gration of people and industry is 
predicted by all of the experts through 
1960 (California's Governor Warren 
says 1975). Hence electrical indus 
try growth and development must be 
maintained at present levels through 
the present decade at least. 

“To keep pace with the growing 
demand for service Far Western util- 
ities—private and municipai—spent 
$488,151 000 on new facilities during 
1952 For 1953 the budeets call for 
expenditures totaling $491.407.000 
Federal agencies added $240,886.000 
to the 1952 totals and have budgeted 
$274,039,000 for this year 

“Individus' programs point up the 
spectacular n.ture of the Western de 
velopment program During 1953, 
the Pacific Gas and Electric postwar 
expansion will pass $1 billion. Presi 
dent J. B. Black recently reported 
that it is scheduled through 1954 at 
an average rate of $13 million per 
month 

“Here are some typical figures 

Spent Budgeted 
1952 1953 


idaho Power 
er i¢ $ 9,000,000 § 12,858,000 


Public Service 
of Ariz. . 6,572,406 


San Diego 
G.4&E 


16,972,000 


12,381,000 13,350,000 


Pacific Gas and 
Electric . .139,200,000 


Montana Pow. 3,800,000 


So. Calif 

Edison 70,000,000 
Public Service 

of Colo 10,000,000 


143,600,000 
7,350,000 


73,000,000 


15,100,000 


Market potentials can be measured 
on the basis of the dynamic growth 
of a region No comparable reeion 
of the U. S. excels the Far West 
in this respect.”’ 


*Ouote from “Another Year of Ex 
pansion Abead,'' lead article in the 
Annual Review and Forecast issue of 
ELECTRICAL WEST, Feb,, 1953. If 
you're interested in the details of 
Western electrical industry spending 
plans, ash us for a copy of this issue 

ELECTRICAL WEST gives you 
extra coverage, extra reader- 
ship, extra value for your ad- 
vertising to electric utilities, 
including private and public 
systems, to electrical contrac- 
tors and to electrical whole- 
salers in the 11 Western States. 


Representatives 
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reader interest and inquiries poured 
in to the magazine until eventually 
“this publication had picked up as 
active advertising accounts every 
important manufacturer of materials 
handling equipment suitable for the 
needs of this particular market,” 
Mr. Crain said. 

“Editorial service is the one thing 
which gives business publications 
their excuse for existence, and 
their excuse for existence, makes 
them different from any other type 
of medium published,” he said. 

The Chicago publisher also 
praised business publishers who in 
their own advertising give specific 
examples of the articles and special 
services they are providing for their 
readers. He claimed that editorial 
impact is what makes circulation 
mean anything “numbers of 
readers are important, but the ques- 
tion of what happens to them when 
they pick up your publication is 
even more important,” he said. 

Mr. Crain suggested that every 
business publication advertising 
representative should know even 
more about editorial policies and 
performance and current drives on 
specific subjects than he does about 
circulation and advertising. 

“There is nothing, but nothing, 
that can duplicate the creative serv- 
ice of a good editor working for the 
benefit of his readers in a business 


market,” he concluded 


will continue and “all indications 
point to another 10 to 12 billion dol- 
lar increase in consumer incomes,” 
Dr. H. Luedicke, executive editor, 
New York Journal of Commerce, 
told the Industrial Marketers of 
Cleveland at a monthly meeting. 
However, Dr. Luedicke warned, 
the test of the current boom will 
come when defense expenditures are 
cut back to an annual rate of per- 
haps $40 billion and when the rate 
of plant expansion slows down. 
The speaker told his audience that 
earlier fears that the Republican ad- 
ministration might adopt policies 
that would lead to a “boom-on- 
boom” had been allayed by Secre- 
tary of the Treasury Humphrey’s 
insistence on a balanced budget and 
the attempt of the Federal Reserve 
Board to slow down further expan- 
sion of private indebtedness by a 
gradual tightening in money rates. 
Dr. Luedicke warned that “transi- 
tion pains” will be encountered 
sometime within the next two or 
three years, but believed safeguards 
like the strengthening of the bank- 
ing system, a sounder mortgage sys- 
tem, social security and the absence 
of excessive stock market specula- 
tion would forestall any repetition of 
the kind of depression that was ex- 
perienced in the early ’30s. 


Advertiser Changes . . 


Jim Summers . . former advertising man 
Ampr corp., Chicago, has been 


tising manager of three af 


firms, Simpson Electri: 


James W. Wilt . . has bee 


rectoi i aavertising and 


with Superior Coach Cory 
Wilt was associated 


and C 


Matthew J. Betley and George Fischer . . 
have been elected vice-presidents of Aer 


Walter Klein... .. . 
330 W. 42nd St. nen 

> 'e ~ . o ye 

Michael O'Connell . . . Chicago 11 quip Corp., Jackson, Mich. Before ass 

520 N. Michigan Ave. ciation with Aeroquip, Mr. Betley was a 

Fronk Seiler . . . . Cleveland 15 
1510 Hanne Bidg. ' % tit 

310-12 billion increase” . . Luedicke — - 

Cerl Dysinger . . . bos Angeles 17 : Wis., while Mr. Fischer was a sales and 

1111 Wilshire Bivd. r 

Dick Alcorn Francisco 4 ‘ 


manufacturing executive in Sheboygan 


merchandising executive with the B 
+ + - San Defense spending, consumer 

. ~ ~ 
68 Post St. P g Goodrich Co., Akron, O 


ELECTRICAL WEST 
ABC 2 mecrew-tit purtication ABP 


income to stay high . . editor 
D H. Franklin Barrus . . has been named as 
s p 5 i- 
veaiieal ; efense expendi sistant to the vice-president in charge of 
tures will stay high, the defense- 


stimulated plant expansion boom 


distribution, a new management post, by 
Henry Disston & Sons, Philadelphia saw 














Bright, sunny days ahead 


FOR THE TEXTILE INDUSTRY 


Merchants, bankers, economists, and just hard-headed mill men 
are looking for an excellent business climate in textiles 

during 1953. Indications point to mills spending 2% more 

in 1953 for equipment and supplies than they did in 1952, 

a gain that should make 1953 the biggest year ever recorded, 
an honor previously held by 1951. 











The whys and wherefores for this optimistic outlook 

have been pulled together into a highly informative 
“Annual Review & Forecast Section” in the February issue 
of Textm.E Wortp. This section not only rounds up 

the economic phases of this great industry with charts a ae , 

: : FIRST in circulation 
and analyses but gives the facts about those technological FIRST in readership 
developments, new equipment, better methods, etc., FIRST in buying-power 
that constantly make for more and more efficient operation gece 

wee ne , in FIRST in. advertising 
within the industry. These trends keep progressive volume 
mill men on their toes to track down all equipment 
and devices that save money or produce better goods. 




















TeExTILE Wor vp has prepared reprints of the entire 
“Review & Forecast Section” and a copy is yours 
for the asking as long as the supply lasts. 

The attached coupon makes it easy for you to ask. 


Please send reprint of Textile World's February, 


1953, Review & Forecast Section to: | W 
NAME as | EXTI LE 0 a LD 





COMPANY.” A McGraw-Hill Publication, 


oeme 330 West 42nd Street, New York 36,N. Y. © > 


city —————E $= 7 AS USEFUL AS ANY 
MACHINE IN THE MILL 
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your 


catalog 
accessible 
to 

your 
prospects ? 








What's best for the buyer is best for you... 


...and there's only one way to be sure he'll have your catalog handy, always. 
Send it to him pre-filed in a bound collection of catalogs. 

The whole Sweet's idea of providing buyers with bound collections 
of manufacturers’ catalogs, classified and indexed for easy use, came from 
the needs of specifiers and buyers. It has succeeded because manufacturers 
found they could sell easier when they made it easier for buyers to locate 
information about their products. 

Right now 1,480 industrial marketers use Sweet's facilities to make their 
catalogs instantly accessible to the people most likely to need information 
about their products in the following markets: Product Engineering, 

Plant Engineering, General Construction, Industrial Construction, 
Light Construction. 

The Sweet’s man in your locality will be glad to show you how other 
industrial marketers use Sweet's facilities to be sure their catalogs are 
really accessible to their prospects. 


Sweet’s Catalog Service 


designers, producers and distributors of manufacturers’ market-specialized catalogs 
DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40th STREET, NEW YORK 18, NEW YORK 


Boston Buffalo Chicago Cincinnati Cleveland Detroit Los Angeles Philadelphia Pittsburgh St. Louis San Francisco 





COST COMPARISON | 


points to 


MECHANIZATION (= ee: 10 co 


been formed to manufacture ; Sheet 
marketed by 
Sritain 


when you want 


R. A. Lindsay . . has been appointed heavy 


to reach the f | industries section manager on the staff of 
1 Technical Service and Development, Dow 


Chemical Co., Midland, Mich. He formerly 


BILLION DOLLAR ae 
COAL MARKET! \g | Agency Changes .. 


George Balsam . . former vice-president, 





sller, Millar, and Lester, Los Angeles, 


COMPARATIVE COSTS PER THOUSAND a ote ee en ae 


Based on comparative costs per 12-time black-and-white page 
Data from S R & D Service, Nov. 1952 int executive 


Boylhart-O’Connor, Los Angeles, as 
MECHANIZATION MAGAZINE “X 

Primary Buying Influences $37.17 $62.47 1a J. O. Reinecke and Associates . . Chicago, 

Secondary Buying Influences 61.19 53.82 . has been appointed product design coun 

Total Coal Circulation 23.13 28.91 : sel for Federal Tool Cory hicago 

Total Circulation 22.66 23.68 i 








Eli P. Avrigean . . has joined Ketchum, 
MacLeod and Grove, Pittsburgh advertis 
MECHANIZATION goes to the men who con- ing agency as an account executive. Mr 
trol 95%, of coal’s purchases, in the mines 
which produce 87°, of the coal. More pri- M. Marsh advertising agency, Marion, O 
mary buying influences read MECHANIZATION 
than any other coal magazine.* More execu- Media Changes . . 
tives, including general managers and pur- 
chasing agents— more superintendents, mine eteest C. Sebeaee . . editor and manacer 
managers and their assistants receive MECH- cities Maiti tan Macias tase bike 
ANIZATION. More coal-production men report rene ee gi aes 
MECHANIZATION as most useful or interesting. ong adieu prasidon 
These primary buying influences welcome ee 1 was recently elected vice 
MECHANIZATION because they have a vital 
interest in our editorial objective of mine- 
mechanization and our treatment of tech- 
nical operations, efficiency, safety and new | Robert E. Ahrensdorf . . has been at 
methods. To these we add on-the-spot analy- | pelnted viceccesident and ceseral man 
ses of Washington decisions, trends and Se 1 ae 
regulations which affect coal. 
Reader interest and the comparison of 
costs help explain why MECHANIZATION pub- 
lished 1,334 pages of advertising in 1952, as 
compared to 181 pages in 1938, first full year | Auto Laundry World . . will 
of publication. publishing in April. The new magazine 
To get your full share of coal’s billion dollar | with offices at 2 West 46th St. New York 
market, do what we do—reach more primary Pp or oe leg “aa ae 
buying influences with MECHANIZATION. oe ee ee ee 


Avrigean was formerly vice-president, ] 





mmence 


] ion is 

*Conducted by John Fosdick Associates. | guaranteed s G. Robert Hewitt 

Fleet Owner 
LA 


inted editor. Morton J. Kaye 


MN MEET MIRE |. civertsiny rcmccer, and Locnora 
WASHINGTON 4,D.C. 


NEW YORK e@ CHICAGO 
PITTSBURGH . . Parks Publishing 
SAN FRANCISCO licag 1as move 21 West Huron St 
LOS ANGELES rite ase © The P 


Parts 


Distribution, and 


The MAGALINE of MODERN COAL 
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FIRST OIL PUBLICATION 
- eee 
od po 


Way back in 1922, Gulf 
Publishing Company 


recognized the sharp job differences 
and reading interests of men in the 
oil industry’s Producing and Refining 
divisions. At that time, one of the 
company’s magazines became special- 
ized and sectionalized for exploration, 
drilling, production, and pipe line 
operations—the oil producing in- 
dustry. 


Staffed by field-experienced edi- 
tors, World Oil is first with ideas and 
job-help information. Monthly 
World Oil is first choice among oil 
producing men, because it is special- 
ized for them 


World Oil’s 15,940 producing sub- 
scribers make it first in circulation 
among men exclusively engaged in oil 
producing operations. Total paid cir- 
culation tops 22,000 


All good selling is specialized. And 
specialized World Oil pinpoints your 
specific market, avoids waste circula- 
tion, paves the way for your sales- 
men. So World Oil logically should 
be your first advertising choice to 
reach the bilhon-dollar-a-year oil 
producing-pipe line equipment 
market 


FIRST 
In 


advertising 
aL EYE pales 


~ Inoill 
producing 
circulation editorial 


Send now for new 1953 World Oil Market Data Book. Tells 
how, where, what to sell to this tremendous, far-flung market. 


She Yoldi Largest MuANDUSIRY S2blishers 


GULF PUBLISHING tele] i -7 4, b 4 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (10), 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 @ 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 
1219. 
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To Sell the Top Firms 
in these sectors 
of the $9 Billion 
FOREST PRODUCTS 
INDUSTRY 


Lumber manufacturers 
Plywood and veneer mills 
Wood container manufacturers 
Furniture manufacturers 


Millwork, flooring and other 
remanufacturers 


Miscellaneous wood products 
manufacturers 


Large industrial users of wood 


Put Your Product Story 
in 
WOOD & WOOD 
PRODUCTS 








Facts uncovered by a recent independent 
market and readership study show that in 
WOOD & WOOD PRODUCTS you reach the 
TOP EXECUTIVES in the TOP COMPANIES 
in all sectors — from sawmill to finished 
product — of this huge industry. 

These men have the buying authority . 
they control the bulk of the buying power. 
They specify or influence the purchase of 
products and materials, equipment or serv- 
ices used in manufacture. processing. han- 
dling and transportation. 


Ask for Your FREE Copy of this New Market 
and Readership Study 

It will give you helpful market information 

and tell you why WOOD & WOOD PROD- 

UCTS is the No. | advertising buy to reach 

and sell the Top Men in the To enouties 

that account for 88% of the production. 


woodD 


and 
wood products 


139 N. Clark St. Chicago 2, Ill. 
A VANCE PUBLICATION 
Phone: Financial 6-5380 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 





Home building holds fast pace; 


‘do-it-yourself market grows 


By James M. Lange, Practical Builder; Arthur A. Hood, American Lumberman;: Donald L. 
Moore, Southern Building Supplies, Wesley W. Wise, Building Supply News and Carl 


Norcross, House & Home. 


Builders stress more for your 


money idea in new home sales 


Home building is expected to 
maintain its pace of a million-and- 
more units per year. Concentration 
will be in the $10,000 to $15,000 price 
bracket market), 


with increased activity in the $20,- 


(depending on 


000 and above class. 

Builders are aware that selling 
their 1953 homes is important, and 
“selling” for a builder begins with 
a better house. So they are study- 
ing every product and every idea. 

Builders are not looking so much 
for the cheapest product as they 
are for the best products their 
houses can afford. The search is in- 
tense for products, accessories, and 
ideas which give a house superior 
buyer appeal. 

Real impetus is being put behind 
remodeling, neighborhood rehabili- 
tation and slum redevelopment 
literally “rebuilding America.” 

There are tremendous business 
opportunities in this activity. 

In 1951 $8.5 billion was spent in 
this field, including maintenance and 
repairs. Coupled with the interest 
in remodeling is the increasing use 
of the trade-in policy of taking in 
old houses as part payment for new 
ones. Old houses must be brought 
up-to-date before they can be sold 
again and some merchant builders 
are considering the establishment of 


a special department to handle the 
trade-in house for resale. 

Another new factor in the home 
building field is the “boom” activity 
in the building of shopping centers 

. dozens of them underway now in 
the multi-million dollar class. To- 
day many home builders are becom- 
ing commercial and industrial build- 
ing contractors because they own, 
design, build and operate these cen- 
ters .. JAMES M. LANGE, chief of staff, 
Practical Builder, Chicago. 


More profit, less competition 


in do-it-yourself fields 


Building material dealers are fac- 
ing another era of “profitless pros- 
perity” and it is up to the retailer 
as to which percentage bracket he 
wants to be in. . the 15% of deal- 
ers who make 10% or more net 
profit before taxes, the 10% of deal- 
ers who break even or lose a little 
or the 75° who make an average of 
316% profit. 

Dealers in the 15°% bracket are 
those whose business breaks down 
into the following category . . 70% 
of the business in consumer sales; 
I believe 
“do-it-yourself” 


30° in contractor sales. 
emphasis on the 
customer is important for several 
reasons. It is more profitable, less 
competitive and a larger share of 
the business is done on a cash or 
equivalent basis. It aids in con- 











pages, 101 a: ORY ee COT De 

The leading industrial publica- 
tions, their rank and pages, are as 
follows: 


Pages 

1951 1952 
. Oil & Gas Journal 7130 7626 
. Iron Age 6666 7335 
. American Machinist 5554 6894 
Steel 5518 6396 
. Engineering News Record 4158 4567 
. Electronics 3631 4326 
- Electrical World 3717 4248 
. Product Engineering 3416 4210 
. Chemical Engineering 3586 4139 
. Machine & Tool Blue Book 3160 4022 
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with the highest percentage of gain in Advertising Pages 


Plus Values— 


e Circulation Verified by West- 
ern Union 


e More than 95%, Personalized 


e High Pass-along Circulation— 
total monthly readership ex- 
ceeding 141,000 


e Pioneer Publication with Con- 
trolled Circulation - CCA avu- 
dited 


e First Pocket-size Publication 
for the Metalworking Industry 


¢ Square Back — Opens Flat. 
Easy to read and use 


¢ Special Type Binding — 
SEWED—same as a $4 book. 
Permits use of 7” x 10” plates 
as unbroken spreads 


e Low Cost per Thousand 
e Produces Results 
e Published Monthly since 1906 


And . . . MACHINE and TOOL BLUE BOOK is now the TOP 
monthly publication serving the huge metalworking industry. 


We are quite proud of this achievement and we thank 
both our readers and advertisers. Their continued loyalty 
and confidence in the monthly issues and annual Directory 
made it possible. 


Through the medium of alert, modern editorial content 
directed to an audience of top buying executives (now over 
40,000) MACHINE and TOOL BLUE BOOK and the Directory 
offer advertisers the best combination for sales. Past per- 
formances prove MACHINE and TOOL BLUE BOOK produces 
results for its advertisers. 


To sell the active metalworking industry, put the sales- 
power of the BLUE BOOK behind your product. 


WRITE FOR 24-page Data File based on NIAA Outline. 
Latest market figures, government statistics and publication 
data. 


MectineontTot BLUE BOOK 


HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 





A Sales Tip tor You... 
HEINN _— 


Heinn takes the 

confusion out of 

cataloging by 

keeping your 

selling material 

up to date and 
in sequence. When customers 
find it easy to order, your 
sales volume goes up and sales 
costs drop. 


Heinn custom-designed cata- 

logs and manuals last years 
QATTERIES longer than you’d expect. And, 
CCESSORIES because of patented Protecto 
Process embossing, Heinn cov- 
er designs lock new and invit- 
\———n ing indefinitely. 


=) 


pecans 


These important advantages, 
and others, can work for you 
... at the lowest operational 


Representatives in . 
cost per unit per year. 


Principal Cities 


nee Originators of the Loose-Leaf System of Cataloging 


THE HEINN COMPANY Mat Tig 
322 W. Florida St., Milwaukee 4, Wis. ail Th 
Information, please. M. Soup on 


() Catalog Covers (0 Salesmen’s Carry-Cases [) Salesmen‘s Binders 
(C) Proposal Covers {_] Price and Parts Books C) Plastic Tab Indexes 
(] Easel Presentations [_] Acetate Envelopes C) Sales-Pacs 

[] Sales and Instruction Manvals 


NAME : TITLE 
COMPANY_—_— 
ADDRESS 
& ; 














trolling carpenter-contractor busi- 
ness and provides a basis for skilled 
pricing. 

American Lumberman has dem- 
onstrated its belief in consumer 
business by preparing a_ special 
dealer “do-it-yourself” sales pro- 
motion kit. Each kit contains liter- 
ature, display materials, advertising 
mats, publicity materials and a de- 
tailed retailer “how-to-do-it” sales 
manual. The response from dealers 
has been enthusiastic from every 
section of the country. 

In addition, we are now offering 
dealers a new advertising service 
known as the “ADviser.” This serv- 
ice appears every two weeks in our 
magazine and provides dealers with 
the essential tools for a constructive 
newspaper advertising program 
ARTHUR A. HOOD, editor, American 
Lumberman, Chicago. 


Older southern homes provide 
big market for modernization 

The “Do-It-Yourself” market will 
provide aggressive building material 
dealers in the South and Southwest 
with a greater portion of their sales 
volume in 1953 than ever before. 

This market is growing for two 
good, big reasons. 

One is that most home-owners 
can not afford to hire professional 
carpenters, painters, and mechanics 
to do their repair and improvement 
work. 

The other reason . . more people 
now find such work easier to do, 
thanks to the better tools and mate- 
rials available, and they therefore 
enjoy doing such work personally. 

The South has its share of aging 
and run-down houses and farm 
structures that need repairs and im- 
provements to make them more 
comfortable and convenient. Of the 

557,672 homes in South Carolina re- 
sail by the 1950 U. S. Housing 
Census, for example, 37.5% were 
built before 1920; another 19.4% 
during the ’20s. This means that 
more than half of the houses are 
more than 25 years old. 

Increased income from industry, 
commerce, and agriculture will per- 
mit the necessary improvements. 
But the materials dealer must lead 
buyers into such activity by creating 
the desire, sharing with them the 
know-how, and providing the 


needed materials and tools . . even 
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Harder — Ford's —gutstand- © Quick ,heat removal — basis Eisenhower's happy choice 
ing automation pioneer... of new coolant techniques for defense production boss 
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MACHINE DESIGN is winning more independent 
readership studies than any other design publica- 
tion. Ten N.I.A.A. awards further attest its editorial 


excellence. 
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on easy terms. Aggressive mer- 
chandising should yield a sales vol- 
ume for Southern dealers in 1953 as 
large as that last year, with a great- 
er portion coming from the repair 
and improvement market . . DONALD 
L. MOORE, editor, Southern Building 
Supplies, Atlanta. 


Packaged garages, door-bell 
crews, form new sales methods 


Another million plus homes will 
be built this year, and they will be 
better ones, with many “extras.” 
Building material prices, however, 
will remain generally stable. 

There will be more products to 
share the pie and some producers 
will get skimpy rations if they don’t 
strengthen their sales effort in the 
field; help their wholesaler and 
dealer sell more; adequately inform 
the trade on product specifications 
and installations. All these jobs 
have been neglected in recent years. 

Eight to ten billion dollars will 
be spent in 1953 on remodeling- 
maintenance-repair of homes 
most of it controlled by the building 
material dealer. 

Producers who slant their point- 
of-sale and literature toward mod- 
ernization will get a hearing from 
dealers. New display stores are go- 
ing up fast for “Do-It-Yourself” 
shoppers; dealers are also channel- 
ing remodeling prospects to favored 
contractors and are setting up their 
own remodeling crews which will 
revive door-bell ringing. 

Rapid development of “Do-It- 
Yourself” is interesting to manufac- 
turers. Building material dealers 
move to the fore, because the man 
who’s going to add to or remodel his 
home goes first to this dealer for 
his lumber, wallboard, tile, ete. 
What is more logical than that he 
buy his tools and his decorating ma- 
terials at the same place. 

Self-service for lumber and build- 
ing material yards is still experi- 
mental, but coming fast. With his 
bulky items, this is a big problem 
for the lumber dealer, but he’s solv- 
ing it in ingenious ways, such as big 
self-order boards which carry price 
marked samples, even of wood 
moldings. 

There will be more “sweat equity” 
houses . . where the dealer sells all 
material for owner-erection . . than 


sontinued on page 151 





HEATING 
VENTILATING 


Pays Off With 
Quality Circulation 


HEATING AND VEN- 
TILATING appeals to the 
engineers and large engineer- 
ing-type contractors who de- 
sign the systems and specify 
the equipment that go into 
large buildings. 


These men are big opera- 
tors. They haven't time to 
read theory. They do read 
up-to-the-minute, practical lit- 
erature. Boiled-down, zsable 
information on heating, ven- 
tilating, plumbing and piping, 
air conditioning and industrial 
refrigeration — the way H&V 
presents it. 


That is why they prefer 
H&V — and subscribe volun- 
tarily. 


That is why our renewal, 
percentage stays up — 65.91% 
is the latest figure. 


An Industrial Press Publication 
148 Lofayette St., New York 13, N. ¥. 


HEATING 
TLATING. 


SO ue 
Large Building 
Market 


A Growing Field for 
Appliance Merchandising 


Did you ever stop to think how 
many of today’s major household 
appliances are connected to the 
plumbing? They include dishwash- 
ers, garbage disposers, automatic 
clothes washers, humidifiers; and, in 
many cases where combinations are 
involved, ranges, refrigerators and 
clothes dryers as well. 

Many manufacturers are beginning 
to realize the importance of the 
plumber in merchandising: products 
like these. Let’s hear from the sales 
manager of a freezer manufacturing 
company: “The plumber is in a 
much more favorable position (than 
many retail outlets). . . He and his 
employees, by the very nature of 
their work, visit the consumer in 
her home and find limitless oppor- 
tunities to sell her the goods she 
wants and has been thinking about.” 
He adds that the number of plumb- 
ers handling their freezers increased 
300% in 1951, and another 100% in 
1952. 

Today’s plumber is in an _ ideal 
spot to locate prospects. When on a 
repair job he has access to the base- 
ment and kitchen, where he can 
easily spot the need for an appli- 
ance. His presence also gives him 
the opportunity to make the first 
selling move — a great advantage 
over the conventional “appliance 
store” salesman, who must wait for 
the prospect to come to him. Fur- 
thermore, he and he alone can size 
up the feasibility and cost of hook- 
ing up water and drainage lines 
This last point is important, espe- 
cially when the prospect may think 
that there is no possibility of install- 
ing the appliance. 

A survey revealed that one-third 
of the buyers of automatic washers 
bought them because of demonstra- 
tions. A home demonstration is dif- 
ficult unless the dealer is a plumber, 
in which case it is relatively simple 
if he feels he has a hot prospect. 

The greasy-overalled, pipe-bang- 
ing plumber has become an almost 
extinct species. In his place has ap- 
peared an intelligent, progressive 
business man, whose attractive dis- 
play room is a far cry from the clut- 
tered shop of yesterday. If you are 
interested in merchandising house- 
hold appliances, it might pay you to 
consider him as a strong potential 
ally. 

Another strong ally in your mer- 
chandising program is HEATING & 
PLUMBING EQUIPMENT NEWS. 
Because it reaches the most alert, 
progressive heating and plumbing 
contractors and gives them monthly 
news of new products, it is the ideal 
publication to provide active sup- 
port for a plumber-merchandising 
program. 

(Advertisement) 


HEATING & PLUMBING 
Eaupmen® News 


113,240 INQUIRIES 
in Twelve Months! 


— proof that this publica- 
tion is read, avidly! 


HEATING & PLUMBING 
EQUIPMENT NEWS is the 
only publication reaching over 
35,000 Heating and Plumbing 
Contractors and Wholesalers 
in the small building market. 


HPEN checks with leading 
wholesalers, asks them to 
name their best prospects and 
biggest buyers. These men get 
HPEN regularly — proof that 


the circulation is right! 


No need to use separate pa- 
pers to reach the plumbing 
market and all the different 
sections of the heating market. 
HPEN will do a better in- 
quiry-producing job... in a 
single publication . . . with the 
largest circulation in the field 

. at lower cost per thousand. 


Write us for the facts, 


An Industriel Press Publication 
148 Lafayette St., New York 13, W. Y, 
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“Materials & Methods 


is the only magazine 

edited exclusively 

for the materials specifier 
...Whether he's an engineer, 
designer, production man, 


metallurgist or technical executive. 
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Congo, Indonesia, Venezuela 


loom as new world markets 


Industrial export picture . . 


® SOME BIG and frequently forgot- 
ten places loom as potential good 
foreign markets for American ex- 
porters during 1953. 

The Belgian Congo, for example, 
has been recipient of $750,000,000 of 
investors’ money since the war 
the largest amount to go abroad to 
any country except Canada. 

Indonesia also is coming into the 
market. In seven months, the area 
has taken $76,600,000 in goods and 
is running a dollar trade surplus of 
$97,800,000. In addition, accumu- 
lated exchange reserves and gold 
stocks amount to $700,000,000 . . an 
important factor to U. S. manufac- 
turers. 

Venezuela is another “big busi- 
ness” area for U. S. manufacturers, 
with more than $460,000,000 in gold 
and dollar reserves, while Colom- 
bia, Venezuela’s neighbor to the 
south and west, is an improving 
market, with July, 1952, purchases 
over $133,000,000. Through July the 
dollar surplus in Colombia was $78,- 
300,000. 

These dollar figures were devel- 
oped by McGraw-Hill International 
Corp., New York, and are substanti- 
ated by reports from eight editors of 
industrial export publications who 
were queried by INDUSTRIAL MAR- 
KETING. 

The editors . . 
indicate on a world map the areas 
they considered excellent, good, fair, 
rated indus- 


who were asked to 


poor and no market . . 
trial export prospects in the Belgian 


Congo, Venezuela and Colombia as 
“excellent” and prospects in Indo- 
nesia as “good.” 

Even though world conditions, the 
situation, 
considerations and 


currency 
military their 
own particular trade or product in- 
terests restricted the editors in the 
forecasts, a general picture of world 
export conditions emerged from the 
study. 

The world picture as they see it is 
shown in the maps on the following 
pages. 

The maps show important indus- 
trial markets in 1953 . . but editors 
cautioned that particular industries 
or particular products might run 
contrary to the trend in any one 
area. Therefore such a map can 
only show general trends . . not 
specific markets for specific indus- 
tries. Col. V. J. Brown, director, 
Calles, Chicago, ob- 
served: “There are so many factors 


Caminos y 


governing particular areas that the 
best one can do is to put down a 
rating that salves his conscience as 
being conservative, at least.” 
Editor’s ratings were largely in 
agreement, particularly on the ma- 
jor markets, although in some areas 
opinions conflicted. For example, 
Eugene Sitterley, publisher, World’s 
Business and Guia, New York, said: 
“Many manufacturers will tell you 
nothing can be done in Argentina: 
yet I know industrial accounts that 
are doing a very substantial busi- 
Brown 


ness there.” Col com- 


’ 
political and 
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In this issue . . 


Developments of recent weeks have sharp- 
ly focused the problems of exporting and 
world trade for management, marketing 
men and the public at large. Statements 
by Henry Ford Il, John Coleman and the 
Detroit Board of Commerce urging immedi 
ate reductions of U. S. tariffs have cap- 
tured news headlines throughout the na- 


tion. 


Because of this focus and the importance 
of the problem to industrial marketing men 
and their top managements, Industrial 
Marketing has devoted a major share of 
this issue to these developments and to 
export distribution, selling and advertising 
methods for achieving a greater share of 
foreign markets in the changing world sit 


uation that may lie ahead. 


mented: “Argentina wants to buy 
but can’t. Ordinarily it would be 
rated ‘good’ but at present is more 
like ‘no market’.” 

Other editors who cooperated in 
the INDUSTRIAL MARKETING 
were J. Rodriguez Ontiveros, Tex- 


survey 


tiles Panamericanos; New York; Ir- 
win Forman, Ingenieria Internac- 
ional, New York; George Browne, 
Ingenieria Internacional Industria, 
New York; 
president, 


New York, 


Aerea Latino Americana; George N. 


Maximilian Garavito, 
Strato 


publisher of 


Publishing Co., 


Revista 


Vitt, American Exporter Industrial, 
and Harry S. Wharen, McGraw-Hill 
International Digest, New York 
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Topped by Venezuela, rated “excellent” 

by eight export experts, South America 

South America looks good offers strong industrial market prospects to 
U.S. manufacturers in 1953. The analysis 


is a consensus by the experts based on 
to industrial exporters 


national boundaries. 
50 / Ind 





Selling to Southeast Asia? 


Diplomacy with dealers is key 


If you want to get your products into 
Southeast Asia, here is a poignant sum- 
mary of industrial market conditions there 
. » based on the observations of a sales 
top management executive who has just 
returned to the U. S. after two years on 
the scene. 





® WHEN an American company ad- 
vertising its product in India used 
the old saying, “If the mountain 
won’t come to Mahomet, Mahomet 
will go to the mountain,” its sales 
dropped sharply. 

Another American company, ad- 
vertising its product in the inde- 
pendent country of Pakistan, un- 
fortunately used the slogan . . “Pak- 
istan, the Moslem state of India.” 
Not only did sales drop sharply, 
but heads fell among top brass be- 
cause of that boner. 

Incidents like these have made 
American manufacturers who sell 
in the Far East jittery about pub- 
lished statements. 

The culture of these people is so 
different, they say, and their fear 
of being felt “inferior” by western- 
ers is so sensitized, it makes it 
terribly difficult not to offend 
even though you have the best in- 
tentions in the world. 

One construction machinery man- 
ufacturer . . who insists diplomacy 
makes it unwise for his name to be 
used says, “Creative selling as 
we know it, simply does not exist 


in Southeastern Asia.” 

He points out that 95% of excava- 
tion equipment sold, for example, 
is purchased by a_ government 
group. Bids are called for a certain 
day, sellers submit their bids, and 
“sweat it out.” 

As in the domestic market, this 
manufacturer says, performance and 
service are important selling factors 
and once “in,” a reliable manufac- 
turer can be considered as having 
a distinct advantage. Public rela- 
tions and diplomacy play their part, 
too, particularly in the manufactur- 
er’s relations with the local foreign 
dealer or distributor. 

In a sense, the manufacturer's 
representative may be considered 
a kind of dealer-supervisor. He as- 
sists the dealer in a technical ad- 
visory capacity, helps set up the 
dealer and assists in the negotiations 
the dealer carries on with govern- 
ment buying groups. 


Hush! .. Under the table dealing? 
On this controversial topic exporters 
are wary of talking, on the record, 
but many concede that a certain 
amount goes on. However, primar- 
ily it is price, performance, and 
service, with generous mixtures of 
good public relations and sound 
diplomacy that are the important 
factors in selling in the 
Southeastern Asia market. 
Advertising as we know it still 
The market 


export 


plays a small role. 


or segments of it, such as India 
are reached specifically by several 
business publications, used by this 
manufacturer. 

“Believe it or not,” says he, “I 
think an ideal type of advertising 
in this market is the use of cal- 
endars. They are needed and 
wanted . . and they serve a majo! 
purpose of advertising in this situa- 
tion at this stage of the game 
they keep your name before the 
public.” 


Instruction Books Vital . . The 
construction equipment manufac- 
turer also believes an important ad- 
vertising medium in the Far East is 
the use of operation books in the 
native language to go along with the 
equipment sold. 

The field is new . . volume in con- 
struction equipment is a new devel- 
opment since World War II. Proj- 
ects for irrigation, power develop- 
ment and land clearing are just 
getting under way, a striking con- 
trast to the former conditions 
wherein canals were built for years 
with head baskets and donkey bags 
and where labor still is cheap and 
time is seemingly unimportant. 

In thinking of far eastern mar- 
kets you must remember the basic 
economic factors, this industrialist 
says. “Food is the most important 
thing in India. What is desperately 
needed is more yield from agricul- 
ture and more land cleared for more 
agricultural use 

“If we want to keep India on our 
side of the fence,” he says, “we have 
to see that they survive by priming 
the market if that is the only way.” 

He spoke of Voice of America 
programs advocating the blessings 
of freedom of speech, democracy 
and other virtues of free enterprise 
“But,” he said, “most of the people 
to whom these broadcasts are 
beamed don’t even have radios. On 
the other hand, the Russians offer 

. instead of fine phrases . . a pair 
of shoes free to every villager. If 
only one villager gets the free pair 
of shoes, all the others are convinced 
that Communism does result in 
tangible benefits.” 

His recipe for keeping India “on 
our side of the fence,” for opening 
up this potential market: “We need 
a free exchange of currency, ideas, 


products.” 
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How to improve your export 


advertising .. a golden opportunity 


Use Your Agent. . Ad: 


ing ana trar 1 


Since 1939, when Monsanto's overseas 
sales represented a healthy 7!/2°% of the 
company’s total volume, overseas sales 
have increased more than 1,000°%. This is 
double the percentage increase for over- 
all company volume in the same period. 
Foreign advertising played an important, 
helpful role in this progress. In the light 
of that experience. Monsanto's manager of 
international advertising offers some sug- 
gestions on bolstering your own advertis- 
ing in foreign markets. 





® TODAY U.S. BUSINESS is supposed 
to be in dead earnest about foreign 
trade. But one would never guess 
it from a close look at the advertis- 
ing job most of us are doing over- 
seas 

No one needs to be reminded that 
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advertising has become a powerful 
force in our highly advanced do- 
mestic sales and distributing econ- 
Yet when it comes to export 
or overseas selling, American man- 


omy. 


ufacturers seem to forget most of 

what they have learned about ad- 

Something is 
£ 


vertising. wrong. 


Even a casual study will reveal 
what it is . . and indicate what can 
be done to correct it. 

In the foreign market, American 
exporters are tackling a 13 to 15 
billion dollar enterprise . . the larg- 
est single source of income to U.S. 
business. This is also the biggest 
market there is. . 
215 billion people as compared to 
our domestic market of 158,000,000. 


Yet we are going after this market 


representing some 


in most cases poorly organized, in- 
adequately staffed and with low 
budgets. 

If American overseas selling were 
given the tools provided domestic 
advertising, the job would not only 
be more rewarding, but much easier. 
Foreign advertising can and must do 
more than it is doing towards sell- 
ing American goods abroad, and 
thus help to maintain the advan- 
tages of full production in our own 
economy. 

Recently I started trying to find 
out just how much the U.S. spends 
annually for export advertising. The 
most generous estimate put the to- 
tal at more than $75,000,000. This 
total amount for all types of export 
advertising today figures out to be 





only slightly more than one half of 
1% on the basis of last year’s total 
export sales of about $15 billion. 
However, almost any major in- 
dustrial organization selling heavy 
goods on a U.S. market considers 
1% to 3% of gross sales as a con- 
servative advertising expenditure. 
Even the basic chemicals industry, 
which operates on low budgets per- 
centage-wise, last year averaged 
1.32% for domestic advertising. Ex- 
panding this comparison to general 
business, the average advertising 
appropriation for 76 industrial man- 
ufacturers surveyed by INDUSTRIAL 


treatment, we should try to find out 
just why management, in too many 
cases, does not give its overseas op- 
eration the same careful considera- 
tion it gives to the rest of its busi- 
There are probably half a 
dozen fundamental reasons for this 
characteristic state of affairs, be- 
sides the well known dollar supply 
probiem. I wonder if most of them 
do not rest squarely with those of 


ness. 


us directly responsible for overseas 
sales and advertising. 


Export Fumbles .. First of all, 


compared to domestic operations, 
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Local. . 


fishers 1 


MARKETING (IM, Jan.) was put at 
2.28%, of the estimated sales for 
1953. 

As goods come closer to the con- 
sumer level, the percentage pre- 
scribed for advertising will rise and 
the U.S. over-all domestic average 
is many times foreign advertising’s 
scanty one half of 1%. All of us 
know that export or overseas ad- 
vertising has to carry a greater part 
of the sales load than does our ad- 
vertising at home. Such figures 
should be a revelation, particularly 
in view of the potential market. 
They show how inadequately U.S. 
business is advertising what it has 
to sell to our foreign market. 

Perhaps before I continue wailing 
over foreign advertising’s stepchild 


we do little to explain and prove 
that our promotional efforts are a 
major, possibly vital stimulus to 
sales. We seldom come up with 
established facts, figures and posi- 
tive evidence to convince top man- 
agement of the true value of what 
we are doing. 

Second, in too many cases there 
is a tendency to surround foreign 
advertising with an aura of mystery 
or hocus pocus so complex and in- 
volved that it can be understood 
and executed only by a small group 
of enlightened “experts.” Good for- 
difficult, but 
what it needs as much as anything 


eign advertising is 


else is a clear, logical, business-like 
treatment. 
this, there is no place for us in over- 


If we cannot provide 


seas advertising. 

Next, the lack of good market 
data is a definite obstacle to the 
growth and productiveness of over- 
seas advertising. Management has 
a right to have tangible market 
facts. Until we can obtain more in- 
formation about the areas in which 
we propose to advertise, we are not 
far from hit and miss selling. 

Too few 


furnish real media information 


overseas publications 
data on readers as they relate to the 
advertisers’ products. For years U.S. 
publishers of domestic publications 
have been supplying circulation data 
and evidence of media effectiveness 
by almost every conceivable yard 
stick. 
comparing the efficiency of the two 


Consequently, when we start 


types of media, neither we nor man- 
agement are very impressed. 

Some overseas publications have 
made a start, but too many publica- 
tions including a lot of U.S. pub- 
lished international magazines 
are selling on prestige and capitaliz- 
ing on the eagerness of the Amer- 
ican seller to reach the overseas 
Most of 


these publications have not learned 


market in any way he can 


to sell on the basis of factual market 
data. Some progress can be ex- 
pected from U.S. publishers of over- 
seas media, but many of our adver- 
tising jobs seem to call for local 
publications which, now, provide far 
too little circulation information. 
Not long ago, I asked one of our 
advertising agencies to write to the 
publisher of a foreign local trade 
periodical (that is, published by a 
foreign publisher) which had been 
mentioned by one of our overseas 
We asked specifi- 


cally for total circulation figures 


representatives 


with a breakdown by types of man- 
ufacturer subscribers, stressing that 
we were particularly interested in 
the chemical processing industries. 
What we got back was a small type- 
written sheet. It advised us that 
circulation to business executives 
was 20°, to chemical processing in- 
dustries 30°, the balance going to 
two or three other industries. Total 
circulation 100%. 

know 
whether this publication has three 
3,000 in the chemical 
field. Some of you may say this is 


To this day, we do not 
readers or 


not a typical case or that it is an 
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H. E. Swanberg . . International Harvester 


the only alternative licensina 


Fitzhugh Granger . IH, Export Club 


Middle East TOV yin im ¢ 


tariffs, license agreements 


Tariffs blasted . . 
Licensing defined . . 
Market trends spotted .. 


® MORE THAN 1,0 export agents 
and other U. S. industrial executives 
concerned with selling overseas 
posed some perplexing questions 
and offered some controversial an- 
swers at the annual World Trade 
Conference in Chicago. 

Executives at the 
sponsored by the Export Managers 
Club of Chicago and the Chicago 
Association of Commerce and In- 
were divided among the 


conference, 


dustry, 
majority who came seeking infor- 
mation and the minority who came 
offering it. 

The seekers sought to: 

1. Confirm their private findings 
of what markets are opening for 
certain types of U. S. goods in 1953. 

2. Find out what agents, what dis- 
tributors and what dealers are do- 
ing a good job in certain foreign 
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markets and are therefore desirable 
to do business with. 

3. Hear what leading U. S. export 
manufacturers, and the experts who 
advise them, have to say about 
trends and developments in export 
distribution and selling. 

Those with information and pos- 
sible answers . . 
heavy with top management execu- 
. spotted trends and develop- 
ments succinctly and urged the lis- 


a roster of speakers 
tives . 


tener and his management to: 

1. Topple U. S. 
“sensibly” but speedily. 

2. Simplify 
hampering foreign businesses sell- 
ing to the U.S 

3. Work toward, and help inform 
the U. S. public about the benefits 
of, free world trade. 

Leading the plea for lower tariffs, 
John S. Coleman, president, Bur- 
roughs Adding Machine Co., and 
president of the Detroit Chamber of 
Commerce, asserted that the world 
“can only earn the dollars necessary 


tariff barriers 


customs procedures 


to maintain international trade at a 


high level if we practice the free 
competition that we preach . . and 
that includes competition between 
domestic and foreign goods.” 

Mr. Coleman said that in our ef- 
forts to strengthen the economies of 
our European allies it has been 
“clear as day that Europe’s deficit 
problem could not be solved unless 
exports to the dollar area were in- 
creased.” Stressing that such ex- 
ports could not be achieved without 
a U. S. program of reducing tariffs, 
he said: “Our exhortations to the 
Europeans to produce were non- 
sense unless we allowed them to 
sell. It was incumbent on us to 
clear away any obstacles that pre- 
vented European industries, so care- 
fully nursed back to life, from earn- 
ing dollars by fair competition in 
our market.” 

Observing that some U. S. duties 
have been reduced under the Trade 
Agreements Act and the General 
Agreement on Tariffs and Trade, he 
warned that the reductions rest on 
“shaky foundations.” He said that 
if we withdraw from GATT “most 
of our tariff rates would rise to the 
level existing prior to 1947, and in 
some case to the level of 1930, and 
that means the Smoot-Hawley lev- 
el.” The Trade Agreements Act is 
due to expire June 12. 

He condemned duties on strategic 
raw materials at a time when the 
U. S. is spending hundreds of mil- 
“There is a 


duty of 20 cents per pound on man- 


lions to stockpile them. 


ganese, 50 cents per pound on vana- 
dium, 60 per pound plus 40% of its 
value on tungsten,” he pointed out 

He suggested a gradual program 
of tariff reduction to give those in 
protected industries time “to deal 
with the problems of adjustment.” 

Mr. Coleman echoed sentiments 
expressed on that same day by 
Henry Ford II, president of Ford 
Motor Co., who told the Inland 
Daily Press Association at its annual 
winter meeting that the U. S. should 
write a new law “encouraging the 
most rapid possible elimination of 
all tariffs’ including the Smoot- 
Hawley tariff and Reciprocal Trade 
Agreements Act. He urged aban- 
donment of the quota system and 
simplification of customs procedures 
He stated his company’s policy in 
no uncertain terms: 


“As far as Ford Motor Co. is con- 





Coming in May... 
MARINER SHIPS NUMBER of 


Marin@ ENGINEERING 





for tie-in; for intensified readership — 


... reach the lively, profitable marine field with this outstanding ship 
number of the preferred business paper. 

The $350 million ‘Mariner’ ship program is the greatest industry- 
arousing event since the war. Comprising 35 high-speed cargo ships of 
advanced design and involving seven East, West and Gulf Coast ship- 
yards, the ‘Mariners’ are vessels that every marine man wants to 
know all about, down to the smallest particular. And here, in the May 
number, he will get the authoritative information he seeks. Plans, design 
and engineering details, product data—all will be there in the exclusive, 
documentary and authoritative Marine Engineering description. 

The May issue will be the kind of technical reporting job the industry 
has come to expect of Marine Engineering from many past feature 
issues, such cs the 18 "Distinctive Ships’’ numbers, the “United States,” 
“Victory,” “Liberty” and many other numbers. 

If your products are used on these ships, that is a fact worth making 
known. But in any case, if you are after more marine business, you will 
want to take advantage of the increased readership and reference 
value of this feature number. Our booklet, ‘Selling the Greatest Peace- 
time Marine Market’ will tell you more about current marine sales 
opportunities. Write, phone or wire Marine Engineering, 30 Church 
Street, New York 7. 


CLOSES APRIL 5 
marin@ ENGINEERING 


a simmons-boardman publication 





Lucky Number / 


FOR METALWORKING ENGINEERING 
AND MANUFACTURING EXECUTIVES 


MACHINERY FOR JULY will feature the latest advances in manu- 
facturing methods developed by the Aircraft Industry. 


The wealth of usable, well-authenticated information, stemming from 
the inventiveness and resourcefulness of this fast-moving industry, 
will have a marked effect on metalworking techniques. Many of the 
methods developed in aircraft plants can be employed or adapted to 
other fields . . . for the production of almost anything made of metal 
. .. for defense as well as for the goal of world peace. 


Contents of such vital importance will meet with enthusiastic response, 
not only from aircraft erigineers, but from engineering and manu- 
facturing executives in all branches of metalworking. 


LUCKY NUMBER FOR ADVERTISERS, TOO 


Through the combination of our high-quality Paid circulation and 
our effective Directed Distribution Plan, MACHINERY’s 13th 
Aircraft Production Number will reach the metalworking executives 
most interested in advanced production methods —the men who 
actually control the purchase of the equipment and materials used in 
every step in the manufacture of every kind of metal product. 
Knowing this, wise advertisers will see to it that MACHINERY FOR 
JULY is definitely on the schedule. Forms close June Sth. 


Published by The tpteowtet Press 
148 Lafayette St., New York 13, N. Y. 
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cerned, we intend to meet foreign 
competition in the market place and 
not in the halls of the Tariff Com- 
mission. I believe we ought to get 
rid of the 10% tariff on automobiles 
at once.” 

The previous week, the Detroit 
Board of Commerce . . which Mr. 
Coleman heads . . made newspaper 
headlines throughout the land by 
making a similar forthright stand 
for tariff reduction. Regarding pub- 
lic reaction to the stand, Mr. Cole- 
man said: 

“To our great surprise that state- 
ment has made news throughout the 
world. A flood of letters . . not one 
unfavorable . . has reached the of- 
fices of the board . . from heads of 
companies, newspaper editors, econ- 
omists, teachers, trade union mem- 
bers and ordinary citizens.” The 
original order of 8,000 reprints of 
the statement has been expanded to 
250,000, he said. 


[For a complete statement by Mr. 
Coleman and for statements by oth- 
er top executives both for and 
against reduction of tariffs, see “Top 
Management Forum,” beginning on 
page 72.] 


At other sessions of the World 
Trade Conference, exporters heard 
from several overseas _ specialists 
who analyzed markets . . highlighted 
by forecasts of more business in 
Latin America in 1953 and much 
more in Africa in future decades. 

Exporters who came to the con- 
ference seeking leads on successful 
agents and distributors gleaned that 
kind of information not from the 
speakers but in the corridors, in 
bars and in private conversations 
with fellow-exporters between ses- 
sions. 

One of the important trends shap- 
ing up at the conference was the 
movement of U. S. manufacturers 
toward setting up licensing agree- 
ments and Western Hemisphere 
trading corporations. 


Attorney Russell Baker of Baker, 
McKenzie, Hightower & Brainerd, 
Chicago, advised U. S. manufactur- 
ers engaged in export to explore the 
possibilities of organizing a separate 
corporation to carry on their foreign 
trade in the Western Hemisphere. 
He coupled the advice with a warn- 
ing. 
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He cited tax advantages, but 
warned that more aggressive and 
effective sales and_ distribution 
should be the primary factors in 
establishing such a corporation to 
conduct one’s foreign business in 
the Americas. 

He quoted statements by officials 
of Dow Chemical Co., Midland, 
Mich., and Abbott Laboratories In- 
ternational Co., Chicago, that the 
success of their foreign sales opera- 
tions has been due in large part to 
the superior marketing facilities of- 
fered by a separation of foreign 
sales from domestic sales depart- 
ments and to formation of separate 
foreign subsidiary companies as a 
means of distribution. 

He also warned that many U. S. 
companies setting up such subsid- 
iary corporations and expecting to 
achieve tax benefits under the West- 
ern Hemisphere Trading Corp. Act 
are due for disappointment. He said 
the U. S. companies will not qualify 
for tax benefits of the law “unless 
the activities that produce the sales 
actually take place in the country of 
the foreign buyer.” 

The law removes the surtax and 
excess profits tax from U. S. com- 
panies deriving 95% or more of in- 
come from foreign countries. It was 
designed, Mr. Baker pointed out, to 
encourage foreign trade and invest- 
ment by removing competitive in- 
equalities suffered by U. S. com- 
panies in foreign nations because of 
excessively high U. S. taxes. 


Highlights . . Among the highlights 
of world market analyses: 

Harry X. Kelly, executive vice- 
president, Delta Line, Mississippi 
Shipping Co., New Orleans, gave a 
of Africa for road 


building machinery manufacturers. 


rosy picture 


“Nearly every colony has a road 
building program,” he said. ‘“Ma- 
chinery from the U. S. predom- 
inates.” 

Mr. Kelly said that U. S. mining 
machinery is moving into Africa, 
especially for the tin miners in the 
Congo. 

On the long haul for Africa, he 
observed: 

“This area may be the world’s 
outstanding opportunity. Life there, 
compared with living in the U. S., is 
rugged. I believe from somewhere 
will come the personnel and the 


capital to make Africa and particu- 
larly West Africa a center of pro- 
duction, which will only be ex- 
ceeded by the U. S. 

“West Africa is developing rapid- 
ly. American capital is working 
rubber, wood products, manganese 
and iron ore. The products we sell 
to them, except steel, are largely 
those that move to South America 
or to other undeveloped areas.” 

Harold D. Arneson, president, Ab- 
bott Laboratories International Co., 
Chicago, said that business and in- 
dustry in most Latin American 
countries came through 1952 in good 
shape and that Exports from the U. 
S. “fell sharply . . due largely to 
stringent government controls 
abroad and to increasing European 
competition. 

“As to how these problems will 
affect our trade in 1953, I predict 
that trade and exchange controls in 
general will be less strict than they 
were last year. I base this predic- 
tion on the assumption that com- 
modity prices are not due to de- 
cline much, if at all, in the foresee- 
able future. 

“If we assume that the dollar in- 
come of the Latin American repub- 
lics will be satisfactory due to their 
profitable exports, then it is safe to 
assume that their trade and ex- 
change controls will be less. This 
view is supported by statistics on 
the present gold and dollar reserves 
of many Latin American nations.” 

Mr. Arneson asserted that com- 
petition from European exporters 
“who have shown us they can crack 
the Latin American market” will be 
tougher and that U. S. exporters 
will need to give closer attention to 
quality, price, credit and delivery 
terms. 

In the Far East, Phillip M. Mc- 
Cullough, vice-president, Interna- 
tional Automatic Electric Corp., 
Chicago, stressed that the signing of 
a peace treaty heralds the re-emer- 
gence of Japan as “the potential 
major supplier of industrial goods to 
this entire (eastern) area of the Far 
East. 


Europe . . Harris E. Swanberg, di- 
rector general, European area, In- 
ternational Harvester Co., Chicago, 
said the big stumbling blocks for 
Americans in Europe are (1) dollar 
shortages in nearly every European 


continued on page 159 
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* Industrial Advertising’s most coveted distinction . established in 
1947 by Putman Publishing Company for the best use of industrial 
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In Places Where Orders Start 


YOUR PRODUCT STORY, in the business mag- 
azines your prospect looks to for help with 
his job, is more than just a sales call on a 
buying influence. Business Publications are 
multipliers of sales power. They can take 
your selling message to thousands of your 
customers and prospects at the same time... 
at a cost which can be counted in pennies 
per call. 

We call Business Publication Advertising 
“Mechanized Selling’? because it mecha- 
nizes the first three steps of a sale—makes 
contact, arouses interest, creates prefer- 
ence. It reduces the cost of personal selling 
by enabling the salesman to concentrate 


his time and effort on the pay-off steps. 

And remember, business magazines de- 
liver your selling message consistently to a 
concentrated group of your best prospects. 
They work before, between and after your 
salesman’s calls. You need this help to keep 
up with the turnover of key executives .. . 
to build your markets and hold them against 
the keen competition of the future. 

Ask your McGraw-Hill man for a copy of 
our 20-page booklet, ““Orders and How They 
Grow.” It gives the salesman a realistic 
appreciation of how business publication 
advertising helps him use his time more 
productively. You’ll want to read it, too. 


HOW ‘‘MECHANIZED SELLING’’ INCREASED SALES OF PREMIUM-PRICED PRODUCTS 











MONTHLY AVERAGE 
SALES OF 
FREE-MACHINING 
SCREW STOCK 




















BUSINESS MAGAZINE 
ADVERTISING HELPS 
“MOVE” 
MORE EARTHMOVERS 


” $10,000,000 IN 
UNFILLED ORDERS 








A manufacturer of earthmoving scrapers used Business 
Magazines 2-color spreads—-to reach his major mar- 
kets, plus preprints and booklets. Sales increased to 
$27,800,000 plus $10,000,000 in unfilled orders 


Using strong Business Paper schedules, plus direct mail 
and dealer helps, a producer of premium-priced screu 
stock (sold thru distributors’ :mecreased sales to a point 
where advertising costs aver"! less than ‘4 of 1%. 


McGRAW-HILL PUBLISHING COMPANY, INC. pate 
ati Poe T 
App 330 WEST 42nd STREET, NEW YORK 36, N.Y. a: M-GRAW-HILL & 


vous ear 2 OR BUSINESS 
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push Lindberg sales abroad 


By Cary H. Stevenson Vice-President * Lindbera Engi 


® LICENSING arrangements and es- 
tablishment of a foreign corporation 
that we operate jointly with foreign 
interests have enabled Lindberg En- 
gineering Co. to expand its distribu- 
tion and sales volume in foreign 
markets. 

Under licensing arrangements we 
maintain in England and France, we 
supply the design for equipment in 
our line of heat treating and melting 
furnaces to a foreign associate, who 
manufactures it and pays a royalty 
on each unit he sells. Our arrange- 
ment in Italy differs somewhat. 

The benefits of the various ar- 
rangements of this type favor both 
Lindberg and our foreign associates 
Among the advantages for us, we: 

1. Avoid high shipping costs on 
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heavy equipment because it is man- 
ufactured in the foreign country. 
2. Gain opportunity for tax ad- 
vantages 
3. Achieve a 


technical sales force. 


more specialized 
The foreign 
companies sell through their own 
sales representatives who specialize 
in furnace design and application, in 
contrast to export companies and 
local equipment dealers who usually 
sell many types of equipment and 
are therefore less specialized. 

4. Earns the advantages of a local 
manufacturer without the cost of 
building plants and maintaining in- 
ventory. 

Among many advantages for the 
foreign associate, he: 

1. Avoids the cost of engineering 


a new type of furnace and undergo- 
ing the time and difficulties of de- 
veloping it. The royalty he pays is 
cheaper and easier. 

2. He engages in an exchange of 
technical information that is mu- 
tually helpful to him and to us. 


Dollar Royalties . . In addition to 
these methods of distributing Lind- 
berg equipment in foreign markets, 
we also ship some equipment direct- 
ly to foreign dealers or through ex- 
port houses in New York. This type 
of distribution in Europe is largely 
limited to our small laboratory 
units. Distribution of heavy equip- 
ment follows this general pattern: 

Our large metallurgical furnaces 
are built in England, France, and 
Italy. 

In England and France they are 
built by experienced top grade fur- 
nace manufacturers using our draw- 
ings and trade-marks. We recipro- 
cate in the U.S. on special furnaces 
which they have developed and 
which we have not previously built 
Royalties are paid on the dollar 
value of the equipment sold 

Our line is greatly varied; there 
are many different types of such 
furnaces melting, heat treating, 
brazing; oil, gas, electric, etc. Be- 
cause small special parts of this 
equipment often can be manufac- 
tured more economically in Chicago, 
due to quantity production, they are 
supplied from here. 

This kind of arrangement must be 
renewed from year to year and its 
permanency depends on continuance 
of mutual profits, monetary and 
otherwise. It is much cheaper to 
pay reasonable royalties than to 
completely engineer a new type of 
furnace and go through the devel- 
opment pains. The foreign com- 
panies are given cost and production 
figures, available from Lindberg’s 
actual operation. The exchange of 
technical information is particularly 
valuable. We are able to keep 
closely advised as to the metallurgi- 
cal developments in our various 
parts of the world and we also ex- 
change highly confidential data from 
our several research laboratories. 
Assistance to the sales organizations 
is simplified by the fact that the 
salesmen are experienced both in 
furnace design and application as 
compared to export companies or 
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More than a decade ago, Petro- 
leum Refiner recognized 
the importance of petrochemicals, pre- 


dicted their impact on future oil refining 
operations 


With its great 1942 War Products Issue, 
this magazine initiated full scale editorial 
coverage of petrochemicals. At that time 
the name “Petrochemicals” was added to 
the Petroleum Refiner masthead. Since 
then Petroicum Refiner has been first in 
its editorial treatment of the tremendous 
refining-petrochemical expansion . . . has 
published more releasable technical infor- 
mation on petrochemicals than any other 
oil magazine 


Petrochemicals weren’t just discovered 
yesterday. Through the years, new tech- 
nical changes will take place. And of 
course these developments will continuc 
to receive their first coverage in Petroleum 
Refiner—-as have all progressive refining 
operations ‘or the past 30 years 


Petroleum Kefiner is first in editorial 
quality. Its 11,000 subscribers make it 
first in paid refining industry circulation 
And that should naturally make it your 
first choice for advertising to the billion 
dollar-a-year Refining-Natural Gasoline 
Petrochemical Industry 


For authentic information, write for out 
latest study on petrochemicals. Ask for 
“The Petrochemical Market” and get the 
facts, 
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local equipment dealers. 

We have used this type of dis- 
tribution in England since 1945 and 
in France since 1948. Sales have 
increased until today is 
equivalent to one of our medium- 
volume American territories, such 
as New England. 


volume 


$0-50 Profit . . In Italy we operate 
a subsidiary corporation, called 
Lindberg-Italiana, owned by us 
jointly with Italian interests. The 
manufacturing is done in a fabrica- 
tion plant owned by one of the ma- 
jor Italian stockholders. We are 
required to furnish detailed infor- 
mation and know-how. The plant 
makes only Lindberg furnaces. 

But our Italian associates are 
amazingly adept. Some of their 
people have spent time in Chicago 
and we periodically have engineers 
in Milan. Lindberg-Italiana sells 
the furnaces, purchases them from 
the fabrication plant at cost based 
on a carefully worked out formula 
and divides the profit on a 50-50 
basis with the fabricator. In this 
way only a limited capital is re- 
quired as no plant or inventory and 
very little clerical help is needed. 

This Italian arrangement is rela- 
tively new inasmuch as direct sales 
to Italy were most practical under 
the Marshall Plan from 1945 to 
1951. With the lower labor costs in 
Italy and the high shipping costs on 
the bulky equipment which we 
build, our new setup is particularly 
attractive. 

We are extremely optimistic re- 
garding the industrial future of 
Northern Italy and sales of the new 
company in its short existence have 
been exceedingly good. The prob- 
lem of trained salesmen is a_ bit 
more difficult and requires con- 
siderable assistance from here, but 
we have found that with effort on 
both sides it is not as formidable as 
we had expected. The corporate 
organization, of course, insures per- 
manency. 

We have found it very helpful to 
correspond with France and Italy in 
French. Long technical correspond- 
ence in English which must be re- 
written by a non-technical inter- 
preter can become badly fouled up. 

Replies from French and Italian 
correspondents come to us_ in 
French and are interpreted by our 
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After Hours. . 


three hours for 


peans olten take 
lunch but usually work 


nt 


own organization. For this reason 
we have a French-born engineer 
completely familiar with our engi- 
neering and our applications who is 
in charge of our European business 
under our Foreign Sales Manager 
who has quarters in New York. He 
spends about half his time in Europe 
and the other half in the home plant 
so as to keep abreast of new devel- 
opments and products. 

Our South American and Asian 
business is handled by dealers in 
these countries but necessarily is 
limited to simple standard equip- 
ment. We are convinced that when 
volume justifies it, we should make 
arrangements such as we have in 
Europe and whether the plans shall 
be along the line of our English and 
French associates or along the line 
of our Italian subsidiary, both of 
which plans have up to now been 
extremely satisfactory, depends up- 
on our experiences in the future, 
and conditions in the particular 
country. 


Same as Selling GM . . That is the 
general picture of Lindberg Engi- 
distribution 


neering Co.’s_ foreign 


system. How do you sell effective- 
ly within such a system? 

The conclusion drawn from our 
experiences is that selling to for- 


eigners requires precisely the same 
methods good American salesmen 
use when selling General Motors. 

Can you imagine a salesman say- 
ing, “I called on General Motors 
over a year ago, left my literature 
and do you know I've never heard 
from them since.”? 

But I had such an experience re- 
cently when I introduced one of the 
officers of our English associate 
company to the president of a small 
American corporation. “This re- 
minds me,” said the American, 
“more than a year ago we made a 
deal with some Englishman . . gave 
him all our literature and exclusive 
sales rights to Europe. Haven't 
heard from him since!” 

This is of course an exaggerated 
case but I believe there are more 
such than is generally realized. This 
man would never have set up a 
sales arrangement for the New York 
territory, for example, on such a 
basis, and yet setting up to do busi- 
ness in a foreign country requires 
much more planning, effort, and co- 
operation than in setting up local 
sales offices. No matter how good 
business is in a local market, there 
must be an overwhelming urge to 
get foreign business. This urge must 
be similar to that which exists when 
a very large and important domestic 
order involving not only profit but 
company prestige is involved. There 
must be a willingness to offer the 
best possible price, the best possible 
terms, and the promise of excep- 
tionally Often the 
American firm with swollen backlog 
and constant demands for better de- 
liveries will quote a foreign custom- 
er an inflated price with stringent 
credit terms, little sales presenta- 
tion, and no follow up. Any request 
by the prospect for changes in speci- 
fications or special terms are re- 
fused without serious consideration. 
“If they want the equipment they'll 
buy it, and if they don’t want it, we 
have plenty of places to sell it in the 
States.” 


good service. 


Break on Taxes .. From an im- 
mediate selfish standpoint our busi- 
ness man is partly right, but from a 
long term selfish standpoint he is 
certainly wrong. Even in_ these 
most prosperous times he can make 
more profit on a foreign order than 
on a domestic order because of the 














57th ANNUAL FOUNDRY CONVENTION 
Chicago, May 4 to 8, 1953 











ADVERTISING FORMS CLOSE MAY 1, 1953 


The May Pre-Convention Issue will be mailed 
one week earlier than usual to reach readers well in 


advance of the opening of the Convention 


ADVERTISING FORMS CLOSE MARCH 25, 1953 


A Special Report on 
FOUNDRY INDUSTRY PROGRESS 


Industry leaders discuss foundry industry pro- 
gress: past, present and future 





A PREVIEW of the 
1953 Annual Foundry Convention 





Program of Technical Sessions 
Convention Activities 


Committee Personnel 


REPORTING THE CONVENTION 





What was said and done at this year's 
Foundry Congress 


All Regular Editorial Features 
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TLTLAA 57th PRE-CONVENTION ISSUE 


Featuring—a special report on foundry industry progress 
and the illustrated story of the forthcoming 1953 Foundry STEEL 
Convention to be held in Chicago, May 4 to 8 CHARLES W. BRIGGS 


Technica! and Research Director 
Steel Founders’ Society of America 


Cleveland 





MAGNESIUM , ALUMINUM 


H €. ELLIOTT FLOYD A. LEWIS 


Assistant Foundry Superintendent Editor 
Dow Chemical Company Aluminum Association 


Midland, Mich New York 


FOUNDRY INDUSTRY PROGRESS 


What are the technical and operating advances of the dynamic 
MAGNESIUM foundry industry in recent years what is the present-day status 
E. LEONTIS of the industry what about its future? 


gnesium Laboratory 


Yow Chemical Compor 


Midland, Mich The editors of FOUNDRY have asked representative industry 
leaders to discuss these timely questions in a special report. Al- 
ways an interesting, special issue, this year’s Pre-Convention 
issue of FOUNDRY will, more than ever, aid present and future 


planning of foundrymen and their suppliers. 


BRASS and BRONZE ' BRASS and BRONZE 


PAUL MAGANU VAUGHAN C. REID 
t and General Manager Vice President 
( C City Pattern Foundry 


Detroit 
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tax situation. It is possible for him 
with the proper setup to maintain 
most of his profits before taxes in a 
foreign corporation and bring them 
back at a time when business con- 
ditions are changed and taxes are 
lower. If a slump in U.S. domestic 


business puts the U.S. company in 
the red, the profits of the foreign 
corporation can be brought back 
with no federal income taxes at all. 
To the American business man who 
realizes that taxes are his No. 1 
problem, this makes good sense. 


From a long term standpoint, dur- 
ing those slow years which are 
bound to come some time in the 
future, he will be very happy for 
these foreign orders which will 
come from loyal customers whom he 
has served well in the past, perhaps 


n page 146 





How Many Elevator Operators 
Will This Office Building Need? 


rovcnsesum om Westinghouse 


eLevaTrors 





graphs command attention, tell 


Westinghouse Elevators 
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One Object .. of 


business paper drive: 


go after elevator market 


Cover story 


® THE ELEVATOR DIVISION of West- 
inghouse Electric Corporation man- 
ufactures everything from “soup to 


nuts” to move people or products 
vertically. But they had a problem 


in reaching decision-makers . . the 


men who have the say about the 
sale . . top management men who 
buy passenger, freight and hospital 
elevators, escalators, maintenance 
and service 

The problem: how to associate the 
name Westinghouse with elevators 

and, further, to create preference 
for Westinghouse equipment at this 
level. 

The illustration of the first ad in 
a campaign created to fulfill these 
objectives appears on IM’s cover. 
Developed as two page spreads, the 
series uses a large, dominant illus- 
tration to attract the reader, a pro- 
vocative “elevator-flavored” head- 
line, factual copy and strong signa- 
ture. In scheduling this series, the 
agency, Fuller & Smith & Ross, Inc., 
will alternate “scope” ads, those that 
talk about the full line of Westing- 
house elevator equipment (see “air- 
craft carrier” ad at left) with ads on 
the new, ultra-modern operator-less 
elevators 

In creating the first ad, the agency 
commissioned the Harold M. Lam- 
bert Studios of Philadelphia to sup- 
ply a striking construction photo- 
graph. Lambert came through with 
the illustration that appears on the 
cover. 

To achieve the effect of the sil- 
houette, Lambert sent a cameraman 
and his Graflex five stories up on a 
construction job. A swinging steel 
beam nearly ended the project by 
unnerving the photographer. But, 
with a K-2 filter and 1/100 second 
shutter the result shows the story 
of modern construction and its rela- 
tion to a new era in elevator travel 

Other ads in the series carry the 
same theme . . the dramatization of 
the Westinghouse story to top man- 
agement. As yet, being a new cam- 
paign, there are no decisive reader- 
ship figures available 

The campaign is running in Busi- 
ness Week, Dun’s Review, Fortune 
and the Wall Street Journal. 
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u sell railway 


eee to 
Top Railway Management — important to 


who they af@—Railway executives, top man- 

agerial officers and department heads in- 

sell products clude: Chairmen, Presidents, Vice Presi- 

dents, Treasurers, General Managers, Gen- 

° eral Superintendents, Freight and Passenger 

used in Traffic Managers, Purchasing Agents, Gen- 

eral Storekeepers, and heads of technical 
departments. 


do you 


locomotives 
F what they d0—These men are responsible for 


" over-all efficiency. They keep a close check 
freight ca rs, on finances. They include the authorizing 
and appropriating officers. They have an in- 
terest in products from the standpoint of 
pa ssen g er ca rs, efficiency of operation, customer satisfaction, 
and economy. They include the men who 

place the orders. 


ye ee sage 
\ tan” ‘ lee Sealand 





eee to 
Mechanical and Electrical Officers — important 


who they afe — Chief Mechanical Officers, 
Superintendents of Motive Power, Superin- 
tendents of Car Departments, Superintend- 
ents of Shops, Mechanical Engineers, Elec- 
trical Engineers, General Foremen, Depart- 
ment Foremen, Chief Car Inspectors... 








what they do—These men are responsible 
for the performance of steam, electric, and 
diesel locomotives, passenger and freight 
1953 Railway Market & Media, cars, and for the efficient operation of the 
which reports annual purchases and ; shops that service and maintain rolling stock. 
current trends in the railway market. They specify products and are responsible 
Also contained is data on effective for product performance. 

routes to railway sales through 

selective use of the 

Simmons-Boardman publications. 


If you sell this or any other branch 
of the 3 billion dollar railway market, 
write for your free copy ot 


Headquarters for Railway Marketing Information 
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mechanical departments 


you because top men authorize and appropriate. 


I =F 


RAILWAY sade 





RAILWAY AGE is read by over 90% of this 
management group which you must reach 
for favorable consideration and approval. 
It is the broad coverage medium serving the 
entire railway field with important news 
developments weekly. It is the only maga- 
zine written specifically for railway manage- 
ment. 


Use RAILWAY AGE to speed management 
acceptance of your product by presenting 
its efficiencies and economies. 


Net paid railway circulation—10,543; total 
net paid—14,501. 


RAILWAY AGE’S paid RAILWAY Circulation 
Up 96% in 2'2 Years. Subscription Renewals 81%. 


s 


to you because they specify, and check performance. 








RAILWAY LOCOMOTIVES & CARS (formerly 
Railway Mechanical and Electrical Engineer) 
is the must publication for these railway men 
who design, build, and maintain rolling stock, 
and who are responsible for shop operation 
and shop equipment. 


RAILWAY LOCOMOTIVES & CARS is the only 
publication covering this specific branch of 
railroading. It is the publication to use to 
explain, demonstrate, and sell the advan- 
tages of your product to the men who work 
directly with it. 


Net paid railway circulation—7,014; total 
net paid—8,151. 


RAILWAY LOCOMOTIVES & CARS’ paid RAILWAY 
Circulation Up 67%. Subscription Renewals 67%. 


the combination 


that speeds sales 


RAILWAY AGE for management 
which gives the final approval 
and often initiates major 
improvement programs. 


Because... RaiLway AGE is the 
recognized authority on railway 
matters ... has the business point 
of view .. . covers all important 
developments from the executive 
and management standpoint .. . 
reports the news... interprets events 
and developments . . . alerts the 
industry to significant trends... 
mailed every Friday night, it is on 
top of events as they occur . .. best 
read in the railway industry. 


RAILWAY LOCOMOTIVES & CARS for 
the mechanical officers who specify, 
use and inspect products to cut 

costs and improve methods and service. 


Because... RarLway Locomotives 
& CARS is concentrated wholly in the 
mechanical department .. . 
providing the largest editorial 
coverage and the fastest growing 
circulation coverage of mechanical 
and electrical officers, of any 
railway publication. 


When you use both, you have the 
advantage of combination rates 
and reach an unduplicated audience 
of 16,576 railway men. 


Remember, total space used in 
RAILWAY LOCOMOTIVES & CARS 
and RAILWAY AGE can be counted 
in determining yearly rates in 
either publication. 


For full details, see our 


Service-Ad in Standard Rate 
and Data. 


New York 7, 30 Church Street 


SIMMONS-BOARDMAN PUBLICATIONS &vcose 3.79 west Monroe srvis, ABP ig) 


Cle veland 13 Siceniiai’ Tower 


RAILWAY AGE e RAILWAY LOCOMOTIVES & CARS « RAILWAY TRACK & STRUCTURES « RAILWAY SIGNALING & COMMUNICATIONS 
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New Medium. . Three-dimension 


entral Terminal by Yale officials t 


Leasing of Y&T lift trucks 


Today you can rent a typewriter . . or a 
locomotive. The new, experimental leas- 
ing plan of Yale & Towne and C.I1.T. Corp. 
may pave the way for growing use of 
such marketing methods by industrial 
manufacturers. 





® A NEW LEND-LEASE plan for in- 
creasing the use of materials han- 
dling equipment has been put into 
effect by the Philadelphia division 
of Yale & Towne Mfg. Co. and C.1L.T 


68 / Indu: trial Marketing 


Corp. While the plan is entirely ex- 
perimental, it may be the beginning 
of a new trend in the marketing of 
heavy industrial equipment. 
Reduced to its simplest terms, the 
arrangement between the manufac- 
turer and the financing company 
will make it possible for users of 
industrial trucks and allied equip- 
ment to lease rather than buy such 
equipment, or to buy on a time pay- 
ment plan. In addition, dealers will 
be enabled to display equipment in 


their show rooms without paying for 
it until the equipment is sold. 

Time payment plans have been in 
use for some time. Buf this ar- 
rangement is believed to be the first 
for leasing materials handling 
equipment. It will enable factories, 
warehouses, railroads and others to 
obtain Yale equipment by paying 
rentals as the machines are used. 

Under the program, the field sales 
organization of Y&T’s Philadelphia 
division will negotiate leasing agree- 
ments for Yale equipment with po- 
tential users. C.I.T. Corp., which is 
the industrial financing subsidiary 
of C.LT. Financial Corp., will then 
purchase the required equipment 
from Y&T and lease it to the user 
for an agreed period. This is ex- 
pected to be either six or nine years, 
depending on the type of equipment, 
nature of its use, and estimated de- 
preciation. 

Douglas C. Brown, assistant vice- 
president of C.I.T. Corp., explained 
to IM that the leasing plan is in- 
tended to help various business or- 
ganizations meet their expanding 
production and service requirements 
while avoiding the substantial cap- 
ital investment required to purchase 
materials handling equipment. Yale 
fork trucks, for example, range in 
price from about $4,000 to $8,000 
each. A corollary plan, he said, is 
also available to users who wish to 
purchase Yale materials handling 
equipment on _ installment terms 
rather than lease. 

Service and maintenance of leased 
equipment will be handled by Y&T 
in the usual way that it services all 
customers, and will be paid for by 
the lessee. 

The C.LT. financing plan will also 
be used by Automatic Transporta- 
tion Co., Y&T’s Chicago affiliate 
manufacturing powered hand trucks 
and other handling equipment. The 
same arrangements will apply to the 
Chicago company’s operations. 

Although the lease deal is purely 
experimental, Mr. Brown explained, 
it is expected to increase Y&T's 
business substantially. It is the first 
time that C.I.T. has undertaken this 
The financing 
company has been handling install- 
ment sales for both consumer and 
industrial products for many years. 

Universal C.I.T., which specializes 
in automobile financing, this year 


ntinued on page 0. 


type of operation. 
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Let’s swap 
ideas 


Match your advertising 
ideas with these — 
and win a $50 Bond! 


Cuts cost of index pages in manuals 


Here’s an idea that ends the need for 
special tabbing or special stock pages to 
form an index in product manuals and 
booklets. A strip index of the contents is 
printed on the right side of the intro- 
ductory page. Black markings are run on 
the right edges of each page in the book 
a to the om. Thus, by 
using the index to locate each subject, 
you then simply thumb the pages until 
the black identification mark appears. 
We'll save almost $600 on one booklet 
alone with this simple indexing idea. 


F. M. Andrews, Advertising Department, 
Minnesota Mining & Mfg. Co., St. Paul, Minn. 


Large display takes little space 


If you have difficulty persuading dealers 
to use valuable space for display pur- 
poses, or if your merchandise is of a size 
or nature that makes nearby displays im- 
possible, you might benefit by an adapta- 
tion of our ‘headboard ile” In ad- 
dition to the problems mentioned, we 
found that ordinary mattress displays 
were lost in a showroom that had a great 
many items lined up together. So our 
solution was a printed card in the shape 
of a headboard that could be attached to 
the mattress. The selling messages on 
front and back include illustrations from 
our national advertising. This display can 
be used in windows, on walls or on the 
sales floor. It takes up no additional floor 
space, yet is large enough to command 
attention. It gets our sales story across 
to the customer~—and has proved to be 
one of our most valuable displays. 


Joseph F. Zarish, 
Sealy, Inc., Chicago, Illinois 


Customers ‘warm up" 
to human interest mailing 


The moving and storage industry can ap- 
pear as dry as dust. That's the way it is 
usually presented, and that is just the 
sialon we have tried to avoid. Our di- 
rect mail plan has taken the form of a 
monthly ‘Newsletter’ — one offset sheet 
of 842"x 11". Its effectiveness has been 
highly praised by all our estimators who 
visit ‘Newsletter’ recipients. What we 
did was a simple twist on the usual mov- 
ing and storage approach. We adopted a 


























For a new idea with booklets, see paragraph at left. For the latest idea in low cost 
offset printing, read below about the new Kimberly-Clark coated offset paper! 








human (and frequently humorous) ap- 
proach toward ae = that we had handled 
We took the emphasis off equipment and 
put it on the men who did the work 
“Sell” copy rarely appears in the Nep- 
tune “‘Newsletter.”’ It is read, remem- 
bered, and talked about. So if a warm 
copy approach can accomplish that for 
an Organization in an industry as prosaic 
as moving and storage, the opportunity 
to do a job at least equally well exists 
for everybody 


Wilfrid S. Rowe, Advertising Manager, 
Neptune Storage, New York, N.Y 








Do you have an item of interest? 
Let's swap ideas! 


All ideas contributed become the prop- 
erty of Kimberly-Clark for use in any 
printed form. For each idea used in our 
magazine advertising we will give the 
sender name credit and a $50 Defense 
Bond. In case of duplicate ideas, only 
the first received is eligible for the award 
This offer supersedes any offer published 
in previous advertisements, and con- 
tinues for two months only. Address 
“Let's Swap Ideas,” Room 428, Kim- 
berly -Clark Corp., Neenah, Wisconsin 


Now —a low cost coated paper for fine offset printing! 


If you've been wanting to print some 
of your booklets, folders or other ad- 
vertising pieces by offset— but haven't 
because of the cost of coated offset 
paper—here’s good news! Shorewood, 
the new Kimberly-Clark glossy coated 
offset paper, is designed especially for 
low cost, volume printing. It’s priced in 
the plain, uncoated paper class —yet 





gives you the sharpness and contrast 
you need for quality jobs. There's no 
extra charge for weights as low as 50 
Ib. — and it’s great for either mono- 
tone or process color work. Try new 
Kimberly-Clark Shorewood on your next 
printing job. For complete information, 
see your distributor or write to Kimberly- 
Clark Corporation, Neenah, Wisconsin. 
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A glance at your salesmen’s call reports will quickly reveal 
that the titles of the men who specify your product vary all 
over the lot. 

And your salesmen will tell you that it usually takes many 
calls to find out which men in each plant can say “yes’’ and 
make it stick. 


THY A CONOVER-MAST PUBLICATION 
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salesmen must see to sell! 


CIRCULATION BUILT BY INDUSTRIAL SALESMEN 
MILL & FACTORY is the only magazine serving general 
industry that uses industrial salesmen like yours to build 
its circulation — men who have found out from continuous 
personal contact the names of the executives in each plant 
they must see to sell. 








1,645 INDUSTRIAL SALESMEN MAINTAIN MILL & FACTORY CIRCULATION, 











Because of MILL & FACTORY’s unique circulation method, it has 
an exceptionally large readership among the men contacted by 
your salesmen that is available in no other one industrial magazine. 


Note MILL & FACTORY’s high proportion 
of unduplicated readership: 


In contrast to MILL & 

FACTORY’S high propor- 

tion of unduplicated 

84% 89% 82% readership, the McGraw- 
S 5 Hill 18-company survey 


shows the average dupli- 
cation between the first 
and second publications 
in 9 major markets is 
44%. 





of MILL & FACTORY of MILL & FACTORY of MILL & FACTORY 
readers do not read readers do not read readers do not read 


FACTORY MACHINERY IRON AGE 


eo 93% 84% 


of MILL & FACTORY of MILL & FACTORY of MILL & FACTORY of the readers of the No. 
readers do not read readers do nof read readers do not read 1 Business Paper do not 


PLANT ENGINEERING MODERN INDUSTRY AMERICAN MACHINIST read the 2nd paper. 
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Industrialists disagree on world trade 


issue .. should U. S. lower tariffs? 


One of the biggest subjects debated in recent weeks by industry management and the 
public has been whether to reduce U. S. tariffs further. One important executive making 
a stand for speedy reduction has been John S. Coleman of Burroughs Adding Machine Co.. 
whose exclusive statement for Industrial Marketing is presented below. Executives op- 
posed to reduction have offered detailed arguments against this stand. The arguments 


. » for and against . 


- are offered here by top executives in a variety of U. S. industries. 





John S. Coleman 
President 
Burroughs Adding 
Machine Co 
Detroit 


® “RECOGNIZING economic health as 
an indispensable basis of military 
strength and the free world’s peace, 
we shall strive to foster everywhere, 
and to practice ourselves, policies 


that encourage productivity and 


profitable trade .. .” 

To these heartening words of 
President Eisenhower's inaugural 
address, an anxious world has rea- 
From this same 
premise emerges the hope of a new 
foreign economic policy, clear in its 
concept of our responsibilities as a 


son to say amen. 
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creditor nation, realistic in its ap- 
proach to the best way of living up 
to them. 

Since World War II, America has 
spent $40 billion toward restoring 
the war ravaged economies of the 
free world. Unquestionably, this 
expenditure has helped. Further, 
by thus making it possible for for- 
eign countries to buy from. us, 
American export trade has profited. 

On a continuing basis, however, 
to subsidize our exports instead of 
permitting our friends overseas to 
earn their dollars in free competi- 
tion, is hardly a logical blueprint 
for a sound foreign economic policy. 
It behooves us, therefore, to remove 
the trade barriers that have for so 
long restricted and discouraged the 
flow of foreign goods to our markets. 

While such a policy would benefit 
America even as it would benefit 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


the rest of the world, its enactment 
will not prove an easy task. We 
must expect, with an economic 
structure as complex as ours, that 
there will be differences of opinion 
about such matters as tariff reduc- 
tion or customs simplification. And 
final solutions involve more than 
the tariff. Inflation abroad, for ex- 
ample, is a problem to be reckoned 
with. But our objective is clear . . 
to formulate a foreign economic pol- 
icy that will bring strength to the 
world and contribute to the eco- 
nomic welfare of the U. S. 

The overwhelming and favorable 
reaction to the recent statement on 
free trade made by the Detroit 
Board of Commerce is evidence that 
Americans in all walks of life sense 
the significance of this issue. We 
can be confident that the new ad- 
ministration, backed by an enlight- 
ened public opinion, will rise to the 
challenge of our times: the estab- 
lishment of a vigorous, well-bal- 
anced foreign trade . . the key to 
economic strength and world peace. 


C. P. Doherty 
President 
Despatch Oven C 


Minneapolis 


® TARIFF laws in the country today 
are not too strict, nor are they too 


high. I believe the laws should be 





left alone to see how future world 
affairs develop. 

In the first place, I do not think 
we can take the attitude of selfish- 
ness on our part and inflict such 
tariffs that would prohibit other 
countries from shipping their mer- 
chandise into the U. S. or U. S. 
holdings. 

Furthermore, if we, the manufac- 
turers of America, are going to 
depend on foreign trade, which it 
looks very much like in the near 
future, we will definitely have to 
have outlets for the mass produc- 
tion which this country is capable 
of producing. Unless we are fair 
with import duties, we are going to 
be looked down upon by other 
countries as far as our export trade 
is concerned. 

It is known throughout the world 
that the U. S. could produce many 
times the amount of items than 
could ever hope to be utilized in our 
country under normal times. It is 
natural, during war periods neces- 
sitating an armament program, that 
the country’s production is going to 
the Armed Services that is, a 
good portion of it and conse- 
quently, manufacturers are able to 
unload the majority of their pro- 
duction for civilian use. When the 
time comes that we no longer have 
to place two-thirds of our pro- 
duction for the armament program, 
there must be an outlet for the 
products we build, or we will find 
ourselves in a very dangerous posi- 
tion from a standpoint of destroying 
our economy. 

My feeling is that we can develop 
foreign trade in the next five years, 
and permit foreign countries to ship 
a given amount of merchandise into 
this country. If we do this, there is 
a good possibility of warding off any 
major depression. 

It is only natural that foreign 
countries shipping into this country 
do not manufacture a lot of articles, 
and are not in a position to manu- 
facture a lot of articles, that the vast 
production of the U. S. turns out. 
The majority of the stuff coming in- 
to this country, perhaps, would be 
items that we are not particularly 
interested in manufacturing. If we 
put a terrific tariff against these 
items, it will make it impossible for 
other countries to do business with 
us. From my point of view, we are 


just “cutting off our noses to spite 
our faces.” 

I, therefore, say to allow tariff 
laws to remain as they are today, 
and if anything, reduce them a small 
amount. Let’s not make it impos- 
sible for smaller countries, or any 
foreign country, to ship into this 
country, so as to develop a good 
trade between us. 


Walter A. Schmict 
President 

Western 
Precipitation Cor; 


Los Angeles 


® THERE ARE valid arguments pro 
and con, depending upon the specif- 
ic issue involved. If the world 
were so organized that all nations 
were truly competitive, and if there 
were no danger of war, a free econ- 
omy would undoubtedly present 
many advantages, as 
could be exchanged for shortages, 
and thus lead to the greatest bene- 
fits to the largest number. 

Unfortunately, these 
do not exist, and in this country 
we must maintain a rounded econ- 
omy within our own borders. We 
can not freely open our internal 
lucrative market to foreign pro- 
ducers who have the advantage of 
cheap labor. ; 

At the turn of the century, the 
policy of high protective tariff was 
necessary to encourage and stim- 
ulate our infant industries, but 
with the development of our mass 
production technique, we gained an 
advantage over cheap foreign hand- 
labor and high tariff became an 
abuse rather than a privilege. 

Prior to that time, our foreign 
trade consisted mostly of the export 
of raw materials and the import of 
manufactured articles. The situa- 
tion has now largely reversed itself, 
and our exports are mostly manu- 
factured goods, and our imports are 
largely raw materials. 

We have now built up a favorable 
export balance, which has com- 
pletely upset the world economy. 
On the other hand, our mass pro- 
duction technique has now been 
adopted by other nations, and sev- 


surpluses 


conditions 


eral of them can beat us at our own 
game, so to speak, as long as they 
maintain a lower standard of living. 

If we hope to establish a sound 
world economy, we must balance 
our imports and our exports, but 
we can not allow ourselves to drift 
into a foreign trade deficit, nor can 
we allow a major segment of our 
internal market for manufactured 
goods to get into the hands of for- 
eign competitors, as our entire sta- 
bility and strength rests upon our 
own industrial machine. 

Until the world economy is more 
nearly balanced, our industry, as 
well as certain segments of our 
agricultural enterprise, demands 
protection against the dumping of 
As long as 
their 


cheap foreign products. 
these foreign products find 
markets because of technical su- 
periority, importation of foreign 
goods adds a stimulus to technolog- 
ical improvements. But, if importa- 
tion rests only on price, it becomes 
destructive, if we hope to continue 
to improve our standard of living. 

Therefore, in my 
question of proper tariff protection 
demands very careful study and 
sound action. Tariffs should not 
be used for the purpose of unduly 
inflating prices, nor should they be 
sufficiently high to prevent the nor- 
mal flow of trade. The situation 
that was created in Europe during 
the ’20’s and '30’s, when each small 


opinion, the 


European country set tariff walls so 
high that they blocked the avenues 
of commerce, led to national jeal- 
ousies and enmities, which even- 
tually resulted in war. 

Reciprocal trade agreements have 
inasmuch as 
they are flexible and are designed 
to meet specific conditions. 


certain advantages, 
I am in 
no position to pass any opinion as 
to what division should be made 
between general tariff regulations 
and specific bilateral 
but I am certain that if we are to 
continue our industrial progress, we 
must have sound protection against 
foreign manufacturers who 
certain advantages with which we 
can not compete. To what extent 
we are willing to give up foreign 


agreements, 


have 


markets, in order to balance our 
export trade, is a question that our 
legislators must decide. 

Certainly, foreign industrial na- 
tions like England, Germany, and 
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It’s clearer now than 


‘This 
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More metalworking production executives and engineers . . . over 
31,000 of them... now subscribe to American Machinist than have 
ever before subscribed to any metalworking publication. They are 
making it crystal clear, dollars-and-cents clear, that this magazine 
serves their needs better than any other metalworking magazine 
published. 

Advertisers are making it equally clear that they consider American 
Machinist the soundest possible advertising investment in selling to 
the biggest of industrial markets. In 1952 they invested more adver- 
tising dollars in American Machinist than any previous year has ever 
seen invested in a metalworking publication. And in giving American 
Machinist the biggest of all sales jobs in Metalworking, they upped its 
advertising pages by 1,340... for a 24 per cent increase over 1951, 
and a bigger page gain than any other magazine of any kind showed 
in 1952.* 


s the No.1 place to do 
with 








=e oe 


These simple facts of paid-circulation and advertising leadership not 
only reflect American Machinist’s great editorial values, but also 
suggest how much this magazine can do to boost your sales to Metal- 
working. There’s no better time than now to put American Machinist 
to work for you. 


Remember .. . when you advertise in American Machinist, you ad- 
vertise in Metalworking’s No. 1 editorial and sales force . . . in the 
only publication that offers you more than 31,000 management-con- 
centrated, production-minded subscribers . . . the magazine over 800 
successful advertisers believe in, and select as the medium in which 
to concentrate the most advertising that appears anywhere for the 
machinery, equipment, materials, parts, and supplies used in pro- 
ducing Metalworking’s $100-billion worth of products. 


*Source: Jndustrial Marketing tabulations, January, 1953 issue 
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Japan, must have foreign markets 
for their manufactured goods, if 
they are to purchase the raw mate- 
rials which they must have to main- 
tain their existence. I, for one, am 
not too deeply concerned about 
maintaining an expanding foreign 
market for our manufactured goods. 
The essential thing is that we main- 
tain a strong internal economy, 
which, in my opinion, can only be 
accomplished if we have the neces- 
sary protection to create an atmos- 
phere in which our home industries 
can grow and prosper. 

This whole question demands the 
most careful and unbiased study 
and firm action based upon a sound 


long-range policy. 


Frederic O. Hess 
President 

Selas Cor 

{ America 


Philadelphia 


® THE ANSWER to the question about 
policies our new _ administration 
should follow regarding tariffs and 
foreign trade agreements is gov- 
erned by the dominating opinion 
and belief in the function of gov- 
ernment, free economy and freedom. 

If one believes we changed ad- 
ministration because of “too much 
government” or too much control 
and regulation of private enterprise 
and freedom of economy, one would 
have to expect that this mandate is 
followed and less interference forth- 
coming. 

If one believes in freedom of the 
individual, development and initia- 
tive as a foundation of “our way 
of life,” one would have to allow 
this freedom to extend to and bene- 
fit other peoples . . as we expressly 
announce in our foreign policy or 
in our political approach to other 
nations, and in defense of our eco- 
nomic development and our world 
approach. 

Therefore, if this belief is funda- 
mental to “our way of life” . . and 
it is . . we should expect our ad- 
ministration to deal with tariffs and 
foreign nations on a free economy 
basis, provided these foreign nations 


If they 


too have a free economy. 
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manipulate currency, subsidize in- 
dustry or agriculture, prohibit or 
regulate exchange and free flow of 
money, we can amply justify de- 
fensive legislation in the form of 
tariffs. 

If, on the other hand, conditions 
for economic operation and free de- 
velopment prevail equal to our own, 
we should have the courage of our 
convictions in private’ enterprise, 
free economy, and a_ competitive 
system. This would force modern- 
ization and initiative, provided in- 
ternal policies coincide with the 
concept of free enterprise. For ex- 
ample, legislation and _ taxation 
should permit and encourage mod- 
ernization and development of pri- 
vate enterprise and not reach the 
point of strangulation, which we 
have closely approached in recent 
years. 

Because of this interdependence 
of internal policies and legislative 
control, and the world political ap- 
proach, the answer to the question 
is complex and can hardly be ex- 
pressed in a few paragraphs. But, 
broadly believe our 
short and long objective 
should be towards free trade, less 
and less economic isolationism by 
government edict, which inevitably 
leads to political isolationism and 
“iron curtains.” Both are impossible 
in a free world . . and neither can 
be reconciled with the freedom of 
the basic human 


speaking, I 
range 


the individual 
right of our political philosophy. 


pea 


G. S. Peppiatt 
President 
Federal-Mogul 
Corp. 

Detroit 


® IN OUR BUSINESS . . the manufac- 
ture of sleeve bearings, bushings, 
and related precision parts . . we 
have operated successfully with 
little or no tariff protection for 
many years, and the same is true 
for some of the largest industries 
we serve, notably the automobile 
and farm equipment manufacturers. 
In view of this, we feel that the 
benefits of a protective tariff policy 
in our country’s present state of 
economic development are highly 


questionable, whereas the disadvan- 
tages are very real. 

For these reasons, we _ strongly 
favor a revision and reduction of 
protective tariffs in accordance with 
the program proposed recently by 
the Detroit Board of Commerce. 
We believe that a program of this 
nature would expand world trade 
and strengthen world markets. It 
would ease the burden of our for- 
eign aid program by speeding in- 
dustrial recovery in Europe, and it 
would also permit greater conserva- 
tion of our own strategic raw ma- 
terials. 

The reciprocal trade agreements 
program has been a step in the right 
direction, but we would prefer to 
see this program expanded and es- 
tablished on a sounder and more 
uniform basis. 

In addition to benefiting us by 
helping our customers, we feel that 
a lowering of the tariff barriers 
would be directly beneficial to our 
own export operations. These were 
a substantial part of our business 
last year, but we expect that the 
volume would have been measur- 
ably increased had there been an 
adequate supply of American dol- 
lars abroad. 


Peter M. Hurst 
President 
Aeroquip Corp. 
Jackson, Mich. 


® THE U. Ss. Is generally regarded 
by other nations of western civiliza- 
tion as the leading power in the 
world, economically, militarily, and 
spiritually. 

History proves that nations have 
risen to a position of world leader- 
ship, only to drop by the wayside 
later. The experience of the past 
cannot be accepted as the inevitable 
course for the future. 

Free trade is one of the most im- 
portant factors in improving the 
welfare of the people of all nations, 
including the U. S. To artificially 
maintain barriers preventing a nat- 
ural flow of materials from one na- 
tion to another is contrary to all 
fundamental laws of economics and 
common sense, Such barriers 





Ons Tanks te Gon. 


As one of the thousands of Journal readers who bought almost four billion 
dollars worth of supplies and equipment from our advertisers in 1952. 


As one of our advertisers for your confidence in The Journal and for collec- 
tively placing a total of 7,626 pages of advertising in The Journal during 1952. 


Our sincere thanks! 


Because of you The Journal, for the fourth consecutive year, is the world’s 
largest magazine . . . either business or general. 


To both of you for your loyalty and faith in us we pledge our every effort 
during 1953 to make The Journal a publication worthy of your confidence 
and support. 
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to fund the right 


In the answer to that 
question lies the key 
to reduced selling cost. 


the answer iS: Often it is very pirFicuLt for a buyer to find 
the right seller...and he’d like to have more sellers make it easier for him! 

So what do some marketers do to help their prospects find them? They add 
to their selling promotion the great force of buying promotion . . . making their 
products easier to buy. 

How? They anchor adequate product information at the elbows of the 
people most likely to need it, in a way that keeps it instantly accessible, so 
that it can be found and used whenever buying needs arise. 

For 47 years Sweet’s has been working with industrial marketing men 
to help them step up sales efficiency by making some of their selling tools better 
buying tools for their prospects. Right now, 1,480 manufacturers use Sweet’s 
services in this connection. The Sweet’s man in your area may be able to 
give you some useful ideas if your products are bought in any of the 
following markets: Product Engineering, Plant Engineering, 

General Building, Industrial Construction, Light Construction. 


“The easier you make it for people to buy your products 


the easier they are to sell.”’ 
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cause periodic tests of power be- 
tween nations, leading to economic 
and, ultimately, military war. It 
should, therefore, be the aim to 
eventually abolish all trade barriers. 

A practical free trade program 
has to be consistent with a positive 
and strong policy toward those na- 
tions which openly threaten the se- 
curity of their neighbors. This 
means that so long as there are na- 
tions which pursue a hostile atti- 
tude toward the capitalistic system, 
and which threaten to engulf us in 
war to their dictatorship 
over all the people on this earth, 
tariffs have to be kept on items in- 
volving national security. 

As the leading world power, the 
U. S. has a responsibility toward all 
friendly nations, not only to suggest 
or demand that they follow a sim- 
ilar course, but it seems that the 
U. S. must take the initiative and 
demonstrate by deeds rather than 
words that we have a firm policy, 
and that we are willing to carry 
out this policy, disregarding any 
selfish interests of certain groups 


impose 


W. F. McGuiness 
President 


Elastic Stop Nu 
Union, N. J 


® IN ENTERING into a discussion of 
tariffs, one cannot help but consider 
the many changes which have taken 
place in international relations dur- 
ing the past 25 years. 

Before World War II, the problem 
of subsidies in some form or other 
was not a material part of the fed- 
eral budget. Since World War II, it 
has become an appreciable amount 
and has all the earmarks of becom- 
ing a permanent item in the budget 
unless the more important countries 
can find an answer to their ex- 
change and currency problems. 

All of the grants made under the 
Marshall Plan have been for the ex- 
press purpose of countering com- 
munism and for assisting in eco- 
nomic within the 
countries which have received such 
funds. If world conditions were 
normal, that is, if world trade today 
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were similar in form to what it had 
been 30 to 40 years ago, the discus- 
sion of the subject of tariffs and 
recommended policy thereon would 
not be too complex. As a matter of 
fact, it would be a relatively simple 
discussion of economic principles 
and their probable effect on our do- 
mestic economy and more particu- 
larly on a specific segment of our 
industrial economy. 

At home, we preach and recom- 
mend free which, in 
short, means that we should allow 
the law of supply and demand to 
operate freely. If we were to apply 
this line of thought to the world at 
large, we would not need to have a 
tariff barrier applicable to foreign 
Free trade would be 


enterprise 


made goods. 
the order of the day and reciprocity 
would be world-wide. 

However, things just do not work 
out as simply as this, since there are 
certain industries within each coun- 
try more affected by a lack of tariff 
walls than others. These industries, 
along with their labor organizations, 
have sufficient influence to have 
tariff legislation adopted as a matter 
of self-protection. 

There are many forces at work 
always, for and against tariff bar- 


riers. I do not believe any single 


individual has the answer as to what 
I be- 
found, 


our tariff policy should be. 
lieve the 
however, by the many capable in- 
dustry leaders who will become part 
of the new administration. 


answer will be 


George S. Dively 


rres 1eNn 


WT) 


® FREE WORLD trade as a long-term 
objective and economic ideal is ex- 
cellent, but currently it faces many 
practical barriers. As president of 
the Harris-Seybold Co., charged 
with the responsibility of maintain- 
ing steady employment and earning 
a profit, it would seem necessary to 
take a very practical approach to 
the tariff problem. 

The major barrier to the practical 
application of free trade in some 
industries, such as the manufacture 
of graphic arts machinery, is the 
wide wage differential among the 
various countries. At present, our 
company’s wage rates in the U. S. 
are approximately four times the 
rates paid for comparable work by 
our European competitors. 

In the mass production industries, 
U. S. manufacturers may be able to 
meet these wide wage differences. 
However, in the job-shop type of 
operation required in the manufac- 
ture of highly complex machinery, 
such as printing presses, the maxi- 
mum wage differential that can be 
competitively is about 
Also, this type of job- 
facility and 


overcome 
one-third. 
shop manufacturing 
“know-how” has proved to be one 
of the most essential and readily 
adaptable sources for the production 
of complex defense and war equip- 
ment for our country. 

It would seem, therefore, from a 
realistic tariffs 
should be used to neutralize excess 
wage differentials in these specific 
areas where the facilities are needed 
for the rapid production of defense 
and war equipment and where the 
gains from our methods and man- 


viewpoint, _ that 


agement are only enough to over- 
come about one-third higher wages. 





USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


Down on the Neuse River in North Carolina For manufacturers and suppliers to industry 
sprawls Carolina Power & Light’s big Goldsboro and power, this market promises healthy re 
Steam Electric Plant. Here in mid ‘Fifty-two. wards in 1953. SOUTHERN POWER AND [INDUS 


when its second giant generating unit) began rkY invites you to share this prosperity. 


operation, the company notched another mile Advertise in SOUTHERN Power anp [NpUSTRY 
stone in its $150.000.000 expansion program. and reach millions of dollars of Southern and 
Throughout the whole South and Southwest Southwestern buying power untouched by na 


utilities are engaged in a dramatic and sue tional power and industrial journals. 
cessful effort to meet the growing power 
needs of this region's fast expanding industry. 
According to Federal Power Commission 
figures. of all new electric generating facilities Southern Power and Industry 
now planned for installation in this country 
during 1952-1955, 12% will be in the South. 806 Peachtree St., N. E. Atlanta 5, Georgia 
Southwest. 





“We like to think of a salesman as one of 
our team, a man who can help carry the 
ball in maintaining a flow of materials into 
the plant, as well as provide a stimulus to 
help us produce a better product. We 
respect the man who is brief, who knows 
his product and_ its application to ours, 
and who knows prices and discounts. A 


“The salesman who knows his own field, 
and brings new ideas applicable to our 
operation, secures our friendship and our 
business. The PA must be well-informed 
on the manufacturing processes for which 
he buys. He has just as much need for a 
wide knowledge of new product develop- 
ments that can help his company, new 


supply sources, and market conditions. 
The salesman can be of invaluable help in 
providing this information,’ says Carl 
Geiger, Director of Purchasing, The 
Baker-Raulang Co., Cleveland, Ohio. 


good salesman is aware of supply and 
demand in his industry, and has an insight 
into general economic conditions,” says 
ES Sa Bready, Director of Purchases, 
Standard Pressed Steel Co., Jenkintown, 
Penna. 


IS a We 


Your best “sales aid” 


Purchasing Agents rely heavily on suppliers for information that 


affects buying decisions. With concrete information on your company 
and its products, the buyer becomes an “inside salesman,” aiding you 
in securing the interest and cooperation of other departments with 
which he works. 

It makes-sound sales sense to use the advertising pages of 
Percuasinc Magazine, to keep the PA on your team. Through 
Purcuasinc, you reach industry’s top buying management in the 
most direct and economical way open to you. PURCHASING Is the one 
magazine directly serving the interests and needs of PA’s throughout 
industry. Make Purcnasine the basic magazine on your industrial 
advertising schedule! 

PURCHASING, 

205 East 42nd Street, New York 17, N. Y. 

Offices in Chicago, Cleveland, Los Angeles. 


“We consider salesmen whose reliability 
and judgment we trust as auxiliaries. As 
highly trained specialists in their own 
product lines, they augment our procure- 
ment staff to a degree that is economically 
impossible within our own organization. 
We expect them to keep us abreast of 
design and market changes, to expedite 
their products, and to be thoroughly con- 
versant with our particular problems,” 
says R. K. Spofford, Director of Pur- 
chases, John A. Roebling’s Sons Corpora- 
tion, subsidiary of The Colorado Fuel and 
Iron Corp., Trenton, N. J. 


ll-informed PA 


When you think of 
selling...think of 
PURCHASING 


@ on 


The basic magazine on any industrial advertising schedule! 
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copy chasers 


Q. What can make an ad click? 


® IT TOOK US so much room the 
other month to tell you why we 
picked H. E. Van Petten of Good- 
rich as Man-of-the-Year that we 
couldn’t get around to three other 
fellows who helped to make the 
picking tough. 

One of these was John C. Long, 
manager of publications, of Bethle- 
hem Steel Co., Bethiehem, Pa. 

We were attracted to him via the 
phenomenal scores showing up for 
Bethlehem in Starch reports of 
Business Week. 

This, like most of Bethlehem’s 
1952 campaign, is a news story cam- 
paign, usually news of the perform- 
ance of Bethlehem’s products. 

The ads, themselves, are distin- 
guished by some of the simplest lay- 
outs we have ever seen, some re- 
markable photographic illustrations, 
and some copy that’s high class re- 
porting. 

Take the ad which ran March 29 
and ranked first for “Noted,” “Seen- 
Associated,” and “Read Most.” Per- 
centages, respectively, were 33, 29, 
19, with cost ratios of 254, 264, and 
655. We mentioned this ad in our 
September piece and said that was 
“the loftiest Starch score we've ever 
seen in a business paper.” 

The layout is mostly picture 
a photograph eight inches deep of 
a TV antenna tower taken from a 
point where one of the guy wires 
(Bethlehem galvanized strand) is 
attached to the ground. 

Headline is “A fifth of a mile 
straight up.” As the copy explains 
in the beginning, “This slim steel 
needle reaching skyward is one of 
the tallest structures on earth.” The 


headline is in bold face, with about 
the same weight as the company 
name. 

Copy is set in three columns, and 
the (plus trade-mark) 
runs third 


signature 
under the second and 
column. 

This simple layout is made pos- 
sible by the fact that somebody has 
apparently not insisted upon clut- 
the 


tails as the 


with such de- 


“Company,” a 


base 


word 


tering up 


string of addresses, and a small cat- 
alog of the products Bethlehem 
makes. 

There’s sell in the copy, too, for 
the people who are attracted by the 
(Apparently, there’s 
no need to select an audience; this 
advertiser wants everybody.) 


news picture. 


Copy first tells something about 





A fifth of a mile straight up 


Ther stam sree! pots coo has 


BETHLEHEM STEEL a 


Ol 


as inserted 





\ 


the magnitude of the burden placed 


on the guy wires. Then: 


No details about physical char- 
acteristics, no competitive claims, no 
Just 
reporting. The reader gets the idea. 

Then along came “The Tunnel 
That Was Floated 180 Miles.” This 
got a “Read Most” cost ratio of 756! 

Layout not quite so simple 


institutional drivel. straight 


a small cut and caption were added. 

The main photo this time is less 
spectacular just a picture of a 
with traffic 
But who can resist that 
Here’s the copy: 


tunnel automobile 
through it. 


headline? 


idn't ‘hole through 
ilar Tunnel in 


toa 





BETHLEHEM STEEL SS 





Bethlehem . . Starched almost that high 


? 


ana C 


March 1953 /83 





THE TEXTILE INDUSTRY IS A BIG... AND ACTIVE MARKET 


Half billion for 
mill expansion and 
modernization 


1,276 major textile projects announced in 1950-52 


Pps YOU HAVE TO DO is look at the rec- 
ord, The modernization and expansion 
program which characterizes the huge tex- 
tile industry is a continuing project. 


For the past five years expenditures for 
new buildings, machinery, equipment, and 
improvements in existing plants have 
averaged one-half billion dollars yearly. 

Leaders in U. S. textile manufacturing 
predict that 1953 investments will equal or 
surpass that average. Based on past per- 
formance and current activity, their con- 
fidence is well founded. 

Textile manufacturing, therefore, is one 
of the country’s most bountiful sources for 
industrial sales. Not only for textile ma- 
chinery and supplies, either. For you who 
sell general industrial equipment the re- 
wards can be great. 


In the competitive selling which faces 
you, TEXTILE INDUSTRIES is your most 
helpful advertising medium. Mill men re- 
gard this publication as the authoritative 
technical journal serving their field. More 
men in U.S. A. and Canadian textile mills 
read it than any other textile publication. 

You will get more inquiries and can 
trace more direct sales from advertising 
in TEXTILE INDUSTRIES. By combining Di- 
rected Distribution with net paid circula- 
tion, TEXTILE INDUSTRIES gives you the 
nearest possible coverage of all buying 
influences in the textile manufacturing 
market. 

Let a representative tell you about this 
more productive plan for advertising. His 
story makes sense. 

TEXTILE INDUSTRIES, 806 Peachtree Street, N. E., 


Atlanta 5, Georgia 


®@e@eseeveonveeseeeeveeeeeeeeeeeeeeeeeeeeee eee e3#ee*tee7n+reeee#eeee#e#e¢0e#e8 @ 
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THE TREND TELLS THE STORY 


1,276 new construction, major expansion 
and plant modernization projects were re- 
ported by “Textile Industries News” during 
the 1950-1952 period. There were 397 in 
1950, 426 in 1951 and 453 last year. 

Reproduced here as reported this year 
are typical projects now underway or 
planned. These are only a few of those 
reported. 


Hopewell, Va.—Construction contract has 
been let by Allied Chemical & Dye Corpora- 
tion for $23,000,000 project here. Completion 
expected in about 24 months. 


Bogart, Ga.—$200,000 fire loss including 
building, equipment and stock sustained by 
Upchurch Mills, Ine. Rebuilding to. start 


soon, 


Bridgton, Me.—Abbott Worsted Company 
completing plans for $500,000 new plant in- 
vestment in Bridgton. As recently reported, 
this company also has approved plans for 
$2,000,000 operation at Seneca, S. C. 


Lenni Mills, Pa.—-Allan Yarn Mills, Inc., has 
been incorporated with a capital of $100,000 
to operate a mill in this vicinity. 


Coosa Pines, Ala.—Beaunit Mills is increas- 
ing production at new local rayon yarn mill. 
Plant represents reported investment of 
$23,000,000. 


Greenville, S. C.—Belrug Mills, Inc. has ap- 
proved plans for new mill, will double num- 
ber of looms now in operation by company. 
$450,000 investment. 


Cleveland, Ohio—-Industrial Rayon Corp. 
mill addition reportedly will cost approxi- 
mately $500,000, with equipment. 


Statesville, N. C.—Statesville Finishing Co., 
Inc., recently chartered with $100,000 capi- 
tal, plans operation of local dyeing and fin- 
ishing mill. 

Indianola, Miss.—-$3,100,000 expenditure for 
equipment and construction on jute and 
hemp yarn, twine and thread mill to be 
operated by Ludlow Mfg. and Sales Co. 


San Francisco, Calif.—State proposes cotton 
mill estimated to cost $2,500,000 for San 
Quentin Prison. 


Clinton, S. C.—Clinton Cotton Mills has let 
general contract for new addition. Cost with 
equipment reported $1,000,000. 

Lowland, Tenn.—American Enka has au- 
thorized a yarn mill expansion program 
reportedly costing $4,000,000. Power station 
will be enlarged, new equipment installed. 


New York, N. ¥.—Debonaire Hosiery Mills, 
Inc., capitalized at $100,000, will operate a 
knitting mill for producing full fashioned 
hosiery for women. 

Anderson, S. C.—New building and equip- 
ment costing approximately $300,000 will be 
addition to Haynsworth Mill, dress fabrics 
manufacturer. 


GOOD BUSINESS 
LEADS HERE FOR YOU 
Get on the list! 


“Textile Industries News” is a 4-page, 
semi-monthly digest reporting new construc- 
tion, machinery installations and contem- 
plated purchases by textile mills. We will 
be glad to send it free to manufacturers 
and their representatives interested in tex- 
tile business. Write today. 


Textile Industries 
sells the textile industry 
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S. Rubber doing to build the 


world’s largest mananade beach? 


UNITTED STATES RUBBER COMPANY 


Se ee ee oe 








Other Bethlehem ads in the news 
magazines similarly tie up with the 
news: 

“The Independence Goes to Sea” 

. it was built in Bethlehem’s yards. 

“Meet the Champion!” .. a new 
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Bethlehem blast furnace owns the 
world record for pig iron production. 

“New Bypass Helps Untie Boston 
Area Traffic Knots” . . Bethlehem 
furnished the steel. 

“Something Special in Steel Forg- 
ings’... picture of an 18-ft. diameter, 
48-ton disc of steel being hauled 
through city streets (too big for 
rail) to become part of an air com- 
pressor in a wind tunnel. 

There’s another Bethlehem ad we 
wish we had a Starch on, but it ran 
in Engineering News-Record before 
that publication took on Starch. It’s 
reproduced nearby; what looks like 
spider web is the steel framework 
for the dome section of a new build- 
ing for Ford Motor Co. 

We'd bet its Starch would be ad- 
ditional proof that there’s nothing 
like a good big photograph of some- 
thing different (but 
course) to draw a crowd.* 

Other people responsible for this 


relevant, of 


fine advertising include, on the copy 
side, Writers R. N. BRYAN, R. B, HALL, 
G. A. ALLAN, E. T. MOFFETT and w. H. 
JESS, assistant manager of publica- 
tions. Art and typography credits 
go to Art Director F. 
Artists M. L. BRESSOUD, JR., W. A. 
KOMICH, F. A. PAGAN and M. L. PHELPS. 


R. DEPPE, and 


Another who reached semi-finals 


was H. E. Dadson, advertising man- 
ager, Mechanical Goods Division, 
U. S. Rubber. 

The U. S. Rubber campaign is di- 
The ads 
Modern 


rected to two audiences. 

appear in Business Week, 
Industry and Newsweek to reach 
top-level management. They also 
appear in a wide range of business 
papers to reach plant executives, 
engineers and purchasing agents. 

Stated objectives are as follows: 

“1. To call attention to the fact 
that United States Rubber Co., 
through its research and production 
facilities, may be able to contribute 
to the development of the custom- 
er’s or prospective customer’s prod- 
uct, as we have done so successfully 
with others. 

“2. To add credence to the com- 
pany’s prestige and reputation. 

“3. To help our salesmen in actual 
selling. Reprints and preprints of 
these advertisements are being used 
by our salesmen to introduce our 
services and to help to close sales. 
They are in great demand by dis- 
tributors as well. We could ask for 
no finer results.” 

Again, we have been attracted to 
a picture-caption format. There are 
usually two or more photographs 
(or photo plus diagram), and those 
elements have been combined with 
text and signature to make some of 
the most refreshing layouts on the 
market. 

There’s no rigid layout formula 

pictures vary in shape as well 
as number. Some are square-ups, 
some are silhouettes, captions do and 
don’t appear, body copy seems to fit 
the layout rather than the reverse, 
placement of the signature material 
varies. But they all are unmistak- 
ably “U. S. Rubber.” 

Several of these ads are shown 
herewith, to demonstrate how a 
layout 
manner of arrangements and still 


clever man can use all 
achieve a very distinctive over-all 
“family style.” 

What does appear to be set is the 
typography of the headline. Also: 
the fact that the headline is always 
in the form of a question 

There’s nothing particularly re- 
markable about these headlines, but 
they do have an inviting quality 
and often an curiosity 
element: 


impelling 








FRANCHISE 
CIRCULATION 


NUALITY 
CIRCULATIO 


t 


Ea ee eo ON eee ee eee ee Tee rrr rs | 


SF YOU were a wholesaler of a product, whom would you try to sell? 
Wouldn't you try to sell the very best accounts and prospects in your area ? 


You would know the correct man to call on at each account. You would know 
who gave you the order and you would know the man behind him. 

Your customer and prospect list, consisting of these people would be the 
finest list obtainable in your area — a QUALITY list. 


It is this list of customers for whom Franchise holders in the magazines 
shown below buy subscriptions. An active wholesaler has his own money 
involved in every name on our circulation list. This franchised wholesaler 
knows from day to day that the magazine is reaching the right man. Nothing 
could be a more potent guarantee that your sales message in these magazines 
will be seen by the men in companies who are direct and active customers 
for your product. A publication using FRANCHISE CIRCULATION provides 
the “quality circulation” of its industry. 


INDUSTRIAL PUBLISHING COMPANY 
1240 ONTARIO STREET 
CLEVELAND 13, OHIO 


CCA Audited 


UNDER FRANCHISE CIRCULATION EVERY COPY IS PAID FOR BY THE FRANCHISE HOLDER 
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What's U.S. Rubber doing for Overburden 
Disposal on the Mesabi Range? 


UNITE STATES BURBRBER COMPANY 
MECHANIC AE GOONS RINEON  ROCEFTEN IER CENTER NEw FORE oe SF 


How did U.S. Rubber 
stop the bedlam 


on the 45th floor? 


UNITED STFATES RERBRER COMPANY 
en a wm nae ne a 


How does U.S. Rubber 


help launder coal? 


RULRBER COMPANY 


SPPELOEe CENTER NEW YORE Oe NF 








“What's U. S 


build the world’s largest man-made 


Rubber doing to 


beach?” 

>. Rubber V- 

belts take this shock treatment?” 
“What's U. S. 


Overburden Disposal on the Mesabi 


“How long can U 
Rubber doing for 


Range?” 
“What's U. S. Rubber doing to 
handle the rise and fall of the Mis- 
sissippi River?” 
“How did U. S. Rubber stop the 
bedlam on the 45th floor?” 
“How does U. S. Rubber 


launder coal?” 


help 


Predominant achievement of this 
campaign is, as we said, the conti- 
nuity of a distinctively “U. S. Rub- 
ber” appearance. But the headlines 
are excellent, as we’ve just demon- 
strated; the photographs are always 
good and sometimes outstandingly 
dramatic; and the copy is highly 


readable. Have some 
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This campaign also runs in Busi- 
ness Week and has earned some fine 
Starch scores. An ad which ran at 
World Series time “How U. S. 
Rubber Keeps the Dodgers Hot” 
(the Dodgers’ dugout is heated by 
USKON panels) 
Read Most cost ratio for a copy ad 


got the highest 


in its issue 

Mr. Dadson reports: “In develop- 
ing this series, I am favored by the 
of Brooke Watson, ac- 
count William Golden, 
writer, and William Wheaton, artist, 
all of Fletcher D. Richards, Inc., as 
well as the members of my staff 


assistance 


executive, 


who have been very active gather- 
ing the copy facts and photographs 
used in the series.” 

In the December 13 issue of The 
Evening Post there ap- 
peared a two-page article by H. 
V. Kaltenborn entitled, “Is ‘Super 
Way 


. which 


Saturday 


Service’ Changing America’s 
of Banking?” The subhead . 
the Post 


reads as follows: 


uses to “sell” an article 


lifferent 











Resources of the Middle 
Atlantic States. ... .505 


Practical Techniques for 
Water Conditioning.535 


BBE reports .......7A 





GREATEST CONCENTRATION OF 
BUYING POWER IN THE CHEMICAL 
AND PROCESS INDUSTRIES 


In the planning stage where design, development 


and research hold forth... in production where 
the manufacturing operations are carried out 

I&EC is the magazine that is relied upon by the 
professional chemist and chemical engineer to 
give him the most up-to-date information about 
scientific and technological developments in all 
twenty-four Chemical and Process Industries. 


It serves the men who direct the work ... it 
serves the men who buy and specify . . . it serves 
the advertiser who knows that the best market- 
place for his product is in the sales-producing 


pages of 
INDUSTRIAL AND ENGINEERING CHEMISTRY 


Workmagazine of the Chemical and Process Industries 
An American Chemical Society Publication 
Advertising Management: REINHOLD PUBLISHING CORP. 
330 West 42nd Street, New York 36, N.¥ 


CHICAGO + CLEVELAND «+ SAN FRANCISCO 
LOS ANGELES + SEATTLE + DALLAS + DENVER 





AT 


PACKARD © 








PACKARD MOTOR CAR COMPANY 


... Seeking to further improve Packard performance, in 1949 developed 
their own no-shift transmission, Metals Engineers at Packard reviewed the 
metals and metal forms best able to provide the light weight, high strength 
and intricacy called for in their torque converter. These same Metals Engi- 
neers selected aluminum ... and they determined the supplier . . . Alcoa. 


Metal Progress reaches 20,000 Metals Engineers like those at 
Packard and Alcoa...men who, because of their specialized knowl- 
edge of metals, nave BUYING INFLUENCE . . . recommending 
one type of metal or equipment over another, praising or con- 
demning a source according to their knowledge and experience. 
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We . de 
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with Metals Engineers 


... contributed the know-how for the production of intricate plaster- 
mold castings. Metals Engineers in Alcoa’s Research and Automotive 
Development Laboratories worked with Metals Engineers at Packard 
on the design, selection of alloys and testing that assured maximum 





efficiency and safety. 


| Metal A 1" 0g!" CSS rr ee. 





Euclid Avenue, Cleveland 3, Ohio 











Is “Super Service” 
Changing America’s Way of Banking? 


HOV KRaltenborr 


About this time you do a double- 
take and realize that this isn’t an 
article, but an ad. (One ad agency 
executive to whom we mentioned 
this ad, said: “Oh, I passed over it 

I thought it was an article.” 
Which is a switch.) 
It’s Post-style all the way through 
layout (as you can see from the 
accompanying cut), typography, 
editorial text and even the handling 
of the signature. (The “sign-off” is 
a Mosler calling card, held in the 
fingers, and photographed for a 
square-up halftone.) 

Few individual ads during our 
career have created as much com- 
ment, within our circles, as_ this 
Mosler ad. All favorable 


for the ad man who just reads ads 


except 


But it’s only one of many fine ads 
published during 1952 by this ag- 
gressive firm. Before we move on to 
the others, let’s get the rest of the 
story about the “Snorkel:” 


a _ od 
SEARS LAAT 
“tts i d 


There’s more. (When you have 
an interesting story and tell it in- 
terestingly, there’s no limit to the 
length of message.) 

Mosler sells safes and record con- 
tainers, too. An outstanding ad on 
safes is one we’ve mentioned before, 
“Which of these 4 dangerous ideas 
do you have?” (In smaller type be- 
low, “Any one of them could put 
you out of business.) 

The “four dangerous ideas” 
pictured and discussed: 


Which of these 
4 dangerous ideas 
do you have? 


9 De ee hee te tate » fgprwe! Sah 
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Keep your name 
before the men with 


BUY 


on their minds 


















Flow many of the inquiries you get from in- Reason? Every copy of C-MPD goes to an 
dustry RESULT IN ORDERS? If the ratio is about industrial executive (plant, engineering, or pur- 
1 out of 10, you’re up to par. chasing) with PROVED buying power... the 

Now let’s look at inquiries produced by the man with Buy on his mind. Then too, industrial 
CONOVER-MAsST PURCHASING DiREcTORY. In buying guides are used when there’s an order 
case after case, from 3 out of 10—to 8 out of 10. to be placed now. The information you send 










inquiries turn into orders. That’s 200 per cent — isn’t wanted for the future—or for filing—it’s 






better than average! wanted to fill an immediate need. 






You'll get more actual, traceable business per 






dollar of advertising cost through dependable 






industrial buying guides than through any other 
source. And C-MPD gives you 69 per cent 
greater coverage than the next directory. 


The PURCHASING DIRECTORY 
Industrial Buyers Reach for 


...With ONE Hand! 


Learn what it can do for you... write, without obligation, today. 








CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 69% MORE MANUFACTURING CIRCULATION 
THAN THE NEXT DIRECTORY 








Total Circulation 





Conover-Mast 
PURCHASING DIRECTORY [iii ae i 


5 THOMAS’ 19,943 ABC 
| 13.086 
737 NORTH MICHIGAN AVENUE, CHICAGO II, ILL. REGISTER ocel saved Dec. 1951 
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CONSULT YOUR ADVERTISING AGENCY 


March 195% /s 
















‘ 


To get into the plant, 
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get into FACTORY 


... because the 


Plant Operating Group is more 


important in the buying of 


more products used in the plant. 


. and because FACTORY 


concentrates all its publishing 





operations on reaching 

this Plant Operating Group. . . 
and does this job so well 

that more Plant Operating Men 
pay to read FACTORY than 


any other industrial magazine. 





PAC TORY 


MANAGEMENT AND MAINTENANCE 
330 WEST 42nd STREET, NEW YORK 36, NEW YORK 


Member, Associated Business Publications 
Member, Audit Bureau of Circulations 















The Plant Operating Group 








y 


sums up the 


Main body copy 


situation 


n they n 


That's stuff. 
Granted that the topic has its dra- 


awfully powerful 
matic elements, still the most has 
been made of the opportunities. 

Mosler headlines like the one 
just quoted . . have a way of getting 
at the reader as an individual, re- 
lating the person with the situation, 
such as: 

{picture of burning building) 

but just SUPPOSE it hap- 
pened to you! 
(man looking ruefully at charred 
paper) 

Would you be the one to blame? 
(same four pictures as in “Danger- 
ous Ideas’) 

How dangerous is it to “close your 
eyes”? 

(man in bed switching on bedside 
lamp) 

Hate to disturb your sleep, but. . . 

Still another one is a view of a 
bank of safe deposit boxes with one 
box open: “The best place to keep 


a customer?” Answer: 


One more. Picture of passers-by 
being attracted to a safe in a display 
Headline: “Why should 


an office safe stop businessmen in 
Good question. The 


window 
their tracks?” 


answer comes in this easy-reading 


copy: 
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The best place to keep « 


ee 


customer ? 





Notice how they bring the dealer 
into the act? Also: two small cuts 
with captions give closeups of the 
“new ‘counter spy’ lock” (numbers 
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are on the edge of the dial instead 
of the face; visible only from the 
top to the person working the com- 
bination) and a “new ‘instrument 
operations panel’.” 

We think Mosler advertising is 
advertising to business men at its 
best. Congratulations to LANGDON R. 
LITTLEHALE, Mosler’s director of ad- 
vertising, and RANALD S. WEST, vice- 
president and copy director of 
Stockton, West, Burkhart, Cincin- 


nati. 


Boost-of-the-Month . . Lubrication 
advertising, as you may know, is 
not, on the average, very well read. 
But Cities Service has boosted its 
Readex scores many-fold by adopt- 
ing the style of ad shown nearby. 
The illustration shows lubricating 
points on the gears of a swing-back 
and crawler track assembly. The 
table below shows the proper type 
and grade of lubricant for each oil- 
ing point . . also the method of ap- 
plication. Text in the middle invites 
a request for the complete Earth 
Moving and Construction Lubrica- 
tion Book. 

The Copy Chasers 


Correction . . Bruce Tilden, Kirk- 
gasser-Drew, Chicago, informs us 
that though he would like to have 
written it, the Dietzgen ad praised 
here in January was written by 
Leslie A. Drew of the same agency. 
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Because a 
Tool Engineer 
Is Behind 


Every 


Manufactured 
Product... 


FLAME - CUTTING GEARS 


PUBLICATION OF THE AMERICAN SOCIETY OF TOOL GSE ENGINEERS — 





=> 2 Discoveries 


YOU SHOULD KNOW ABOUT— 





Over 60 More Advertisers Have Discovered 
The Importance of Tool Engineers 


In 1953 a wide variety of advertisers of everything 
from drills to drives, from mills to machine tools 
will bring their large and small products to the 
attention of the big tool engineer market. Num 
bered among these advertisers are over 60 who 
are new to the pages of THE TOOL ENGINEER. 


There’s a reason-— 








Tool Engineers Will Discover the Importance 
to Them of 60 More Products in 53 


Tool engineers are forever probing, seeking, check- 
ing—on products, processes, and services that 
make other products and processes work better, 
faster, longer. In ‘53 over 60 new ones will get the 
attention of these 23,000 alert idea men of industry 
in their own magazine— THE TOOL ENGINEER. 


ls yours among them? 





| 
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SOME ADVERTISER \ 
IS SELLING YOUR TYPE / 
OF PRODUCT 


es ngineer TO THIS MARKET! 
Cee eerececencecccececes il 





Publication of the American Society of Tool Engineers 
ASTE Building, 10700 Puritan Avenue, Detroit 21, Michigan 





























Netherlands takes lead 


in attracting U. 


Last year 11 U. S. companies, including 
well-known industrials like General Tire, 
Minneapolis-Honeywell and Cincinnati 
Milling Machine, established branch plants 
in the Netherlands. That brings the total 
to more than 100 established there since 
World War Il. Here's the story of what's 
happening there. 





® U.S. INDUSTRY selling in overseas 
markets has encountered a diilicult 
problem with the ending of Mar- 
shall Plan aid. 

Where previously these funds 
have been used in over-coming the 
dollar scarcity abroad to permit 
American sales in foreign markets, 
the situation now is a different one. 
The shortage of dollars in many of 
the world’s markets is becoming a 
severe threat to the export position 
of a large number of U. S. com- 
panies. 

Rather than relinquish their out- 
let in a part of the world where a 
dollar scarcity prevails, some com- 
panies are finding a solution by 
establishing subsidiaries in such 
areas. This permits the sale of prod- 
ucts to non-dollar countries on a 
currency par impossible to obtain 
from a U.S. point of origin. 

The building of branch factories 
by American firms in overseas lands 
has been steadily on the increase in 
postwar years.* With the Marshall 
Plan now a thing of the past, for- 
eign subsidiaries are growing both 


*U. S. Federal Trade Commission's 1951 re- 
port 


S. industry 


in numbers and importance. And 
overseas nations naiurally share 
with U.S. companies a great interest 
in the question, “Where to settle?” 

Among the most active “wooers” 
of American industry in this con- 
nection is the Netherlands, which is 
actively demonstrating to American 
companies the concrete advantages 
to be gained by forming Dutch affil- 
iates. This program is being pur- 
sued vigorously, and Dutch officials 
point out that in the past two years 
Holland has attracted more Amer- 
ican industrial investment (exclud- 
ing petroleum) than all other Euro- 
pean countries combined. 

Recent floods in the nation have, 
if anything, re-emphasized the im- 
portance to the Dutch of increased 
industry, because industrial areas of 
the nation were completely un- 
touched by the sea while agriculture 
was dealt a severe blow. 

Holland’s emergence as an_ in- 
creasingly important overseas 
“home” for American branch fac- 
tories is shown in the numbers and 
size of companies who have settled 
there since the war. During 1952, 
for instance, the step was taken by 
11 companies, including General 
Tire & Rubber Co., Akron; Minne- 
apolis-Honeywell Regulator Co., 
Cincinnati Milling Machine Co.; 
Textile Machine Works, Reading, 
Pa.; and Tokheim Oil Tank & Pump 
Co., Fort Wayne, Ind. These com- 
panies were following the example 
already set by more than 100 foreign 
companies settling in the Nether- 
lands since the war, including Mon- 
roe Calculating Machine Co., Inter- 












national Business Machine Corp., 
Remington Rand, California Texas 
Oil Co., and Hunter Douglas Corp. 
of New York. 

There are three phases to Hol- 
land’s success in winning American 
subsidiaries: (1) careful analysis 
and planning regarding its own eco- 
nomic status and future; (2) crea- 
tion of the most favorable invest- 
ment climate possible and (3) in- 
forming American industry, through 
U.S. advertising techniques, of Hol- 
land’s opportunities and advantages 
in industry. 

Behind Dutch planning and em- 
phasis on industrial growth lies the 
cold, hard question of economic sur- 
vival. The picture became clear 
after the heroic post-World War II 
rebuilding of battered Holland was 
completed in 1948. Every arable 
acre available for agriculture was 
being used, and industrial produc- 
tion was well over 1939 levels. 


Needed: Jobs .. Then careful anal- 
ysis showed a _ dishearting out- 
look for Dutch folk of the future. 
Population was, and is, increasing 
by 2% a year, which means that an 
average of 20,000 must gain em- 
ployment in Netherlands industry 
every year for the forseeable future. 
And the figure could be higher un- 
less another 40,000 young people 
annually seek careers abroad. 


Answer: Industry . . Creating 
enough jobs, especially in the light 
of complete agricultural saturation, 
meant industry was the answer. Re- 
search and calculations showed this 
answer to be no easy one . . for 
$500,000,000 would have to be in- 
vested each year in all industries to 
provide the 20,000 jobs annually. 
Further emphasizing the need for 
industrial growth is Holland’s re- 
quirement for high level of imports 
and exports. Not rich in natural 
resources, the Netherlands must 
bring in many commodities for 
manufacturing operations as well as 
for maintenance of Dutch living 
standards. 

The effort to establish a climate 
of investment second to none was 
entered upon enthusiastically. Steps 
were taken that completely liberal- 
ized the conduct of business for the 
foreign business man in Holland. 
As a result, the foreign industrialist 


continued on page 145 
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he electric power industry is a bigger market Hlow do you sell it? When do you sell it ? 

today than it was five years ago. Look how Where do you sell it? These are questions 
this industry is expanding: Electric Light and Power can answer for you. 
In 1948 — spent $2.35 billion for construction EL&P is the only magazine serving the electric 
In 1949 — spent $2.75 billion for construction ane industry exclusively. It reaches every key 
In 1950 — spent $2.60 billion for construction pgarestives aia eae ee 
In 1951 — spent $2.80 billion for construction EL&P is now serving more than 14,000 men 
In 1952 — spent $3.00 billion for construction pe taay lla saan hea 1H apes — . 
ieee dollars for a wide variety of materials and 
equipment. One of our representatives will be 


Construction expenditures for 1953 are  esti- glad to show you who these men are and how 


mated at $3.5. billion... still going up. The you can reach them with your sales story. If 


industry is shooting at 104 million kilowatts by you are seeking more sales, be sure to get the 





the end of 1954—more than twice the total at complete story about the electric power industry 
the end of world war II. It’s a gigantic market— and how EL&P is serving it. The Haywood 
a growing market—a buying market. Publishing Company, Chicago, Illinois. 


22 EAST HURON ST., CHICAGO 11, ILL. 
1836 EUCLID AVE., CLEVELAND 15, OHIO 


j 101 PARK AVE., NEW YORK 17, N. Y 
° L 3 C y R j C L | i | WEST COAST — McDONALD THOMPSON 
SAN FRANCISCO — LOS ANGELES — SEATTLE 





editorially 


Merchandising Makes Things Happen 


= We recently heard the vice-president of a big 
manufacturer selling in the consumer field talk 
about the policies which have made it a highly 
successful enterprise. The company is a big ad- 
vertiser, but this executive emphasized the idea 
that advertising alone is not expected to do the 
job. It’s follow-through, he insisted, that makes 
advertising effective and profitable. 

We wonder if industrial advertising and sales 
executives are sufficiently aware of the necessity 
of doing something specific and concrete, as a 
means of squeezing all of the value out of an ad- 
vertising campaign. These things are usually 
grouped under the heading of sales promotion or 
merchandising, but regardless of the term used 
to describe them, they represent the activating 
force which takes favorable impressions created 
by advertising and turns them into actual sales. 

Not long ago a successful manufacturer of in- 
dustrial products decided to broaden its distribu- 
tion organization. It has recently added a num- 
ber of interesting and attractive items to its line, 
and distributors are enthusiastic about them. 
Some of their comments were put into an insert 
published in the distribution magazine of its field. 
That was good advertising. 

But the company didn’t stop there. The ma- 
terial used in preparing the ad was converted 
into an easel-type presentation to be used by 
salesmen in calling on distributors and endeavor- 
ing to interest them in handling the line. And in 
advance of their calls the ad run in the trade 
magazine was used as a mailing-piece and sent 
out to a big list of distributors the company was 
interested in. 

This is a simple and not particularly spectacular 
example of merchandising, but it is sufficient to 
suggest that there must be coordination of ad- 
vertising and sales effort, planned follow-through 
and complete utilization of all promotion and ad- 
vertising materials in terms that salesmen can un- 
derstand and utilize. 

Certainly advertising by itself can do a good 
job of informing prospective buvers and users 
about the advantages of industrial products. But 
if action is desired, then the management of the 
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company must see that the program is activated 
by the development of specific ideas, materials 
and methods which will take a latent or passive 
interest in products and convert it into a positive 
demand, visualized by signatures on orders. That 
is merchandising as we understand it. 


Put the Agency on the Team 


# This is probably an unusual example, but one 
we heard about recently from an industrial ad- 
vertising agency which is handling a large and 
important account. The agency does business with 
the advertising manager of the company, as is 
proper; but .. hang on to your seat . . the agency 
has never been introduced to anyone in the sales 
department! 

All of the agency’s contacts are with the adver- 
tising manager, who outlines advertising objec- 
tives and indicates the kind of copy which is de- 
sired for campaigns on various products and in 
various markets. Many times the account execu- 
tive would have liked to get additional informa- 
tion and details of sales operations and current 
goals from the sales department and others con- 
cerned with the company’s marketing activities; 
but the advertising manager said no. 

This advertising manager is probably an able 
executive, who knows his stuff. But just why is 
he unwilling to make the advertising agency a 
member of the company team concerned with 
selling its products? Sales, distribution, adver- 
tising are all functions performed by the team, 
and as on the athletic field, all members of the 
team must work together if the game is to be won. 

To refuse to put the advertising agency, which 
we know in this case is a particularly able outfit, 
in touch with all those who have to use the ad- 
vertising it prepares, is so short-sighted as to sug- 
gest the possibility of an inferiority complex on 
the part of the advertising manager. If he has 
confidence in his ability to direct advertising suc- 
cessfully, he should be eager to utilize all of the 
services for which his company is paying the 
agency. And certainly establishing the closest 
and most intimate relationship with sales opera- 
tions is one of the ways to get maximum value 
from agency service. 





Do You Have It? 


fcc 





Ussign Galesmen THIS WAY ? 


of many metalworking publications. The total 


Whoops . . 
and instead of a salesman in Detroit, you've got 
one in Devereaux, Michigan, population 35, 


. three-quarters of an inch too far west 


principal industry . nonc! 


Of course, no real-life sales manager uses such 
a method. He must use eyes-open procedures. 
Advertising managers too, want specific informa- 
tion about circulation in order to allot their 
budgets most intelligently and effectively. For 
complete coverage, deepest penetration of the 
metalworking industry, they select MODERN 
MACHINE SHOP. 


Its 40,000 circulation... largest in the industry 
... includes 28,000 “plant circulation,” individual 
plants receiving one or more copies. This plant 


circulation alone is as large as the entire circulation 


new 48-page study of market and media facts...write today! 


circulation is 877 personally requested ve 3 pus 


under 100¢¢ personally verified ! 


MODERN MACHINE SHOP'S 


ecutive’ readers, who prefer its how-to do-it" view- 


“production ex- 


point, make it the preferred media in the metal 
working field. Its readers, whatever their titles, 
have onc 
specify, 

equipment and supplies. 


E ; 
function in common: they purchase, 


recommend or influence the buying of 


It makes good sens and profit, too... to 


“put your money where your market is!” ...in... 


your copy of “Highway to Metalworking,” 


MODERN MACHINE SHOP 


NB 


431 Main Street, Cincinnati 2, Ohio 
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the Straw 


O long as we are a free people, 
our great issues will be decided 
through public debate. 

But one of the phenomena of public 
debate is that it often blows up a 
minor difference of opinion to a point 
where the debaters attach far more 
importance to the issue than it de- 
serves. Finally, cool heads decide that 
it’s time to concentrate on major 
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problems. The differences are. forgot- 
ten. And everybody goes back to work. 

That is exactly what has happened 
to the business magazine circulation 
controversy that at one time threat- 
ened to divide business magazines 
into two permanently opposing 
groups. 

Several years ago, when the circu- 
lation battle was still raging, a group 




















of advertising space salesmen in Ohio 
decided they could serve their adver- 
tisers better and make more money 
for themselves if they quit arguing 
circulation methods and worked to- 
gether to improve their selling and 
servicing techniques. So the Cleve- 
land T. F. Club was formed, with 
membership open to representatives 
of paid and non-paid business maga- 
zines. Almost overnight it became the 
largest and most enthusiastic group 
of its kind in that area. 

The Cleveland T. F. Club was 
quickly followed by the organization 
of similar T. F. clubs in Chicago and 
New York. They, too, soon became 
the largest and most enthusiastic busi- 
ness magazine advertising sales groups 
in their cities. 

At about the same time, the Society 
of Business Magazine Editors was 
formed. Its membership was thrown 
open to the editors of all reputable 
business magazines. Its purpose—to 
work together to improve and enlarge 





upon the great editorial services ren- 
dered by the Business Press. Today, 
The Society has a membership of 115 
editors of leading business magazines. 
It is the recognized spearhead for busi- 
ness magazine editorial betterment. 

During that same period, National 
Business Publications, Inc., an asso- 
ciation then restricted to non-paid 
business magazines, opened its mem- 
bership to business magazines of paid 
circulation. [t soon became the largest 
association of its kind in the world. 

Thus, three key divisions of the 
Business Magazine Industry—the 
editors, the advertising salesmen and 
the publishers—have individually and 
collectively exposed the mythical ‘‘ir- 
reconcilable circulation conflict” as a 
straw man that’s deader than a 
mackerel’s eyeball. Their time, energy 
and effort are now being spent 
working harmoniously together 
on the things that really count—the 
creation of better magazines and 
bigger values. 





Largest association of business magazine publishers in the world. All publications audited by either ABC or CCA. 


NATIONAL BUSINESS PUBLICATIONS, 


WASHINGTON 5,0. C. * STerling 3-7535 


1001 FIFTEENTH STREET, N. W. ° 


The national association of publishers 
of 147 technical, scientific, industrial, 
professional, merchandising and market- 
ing magazines, having a combined circu- 
lation of 3,440,542 . . . serving and pro- 
moting the Business Press of America... 


INC. 


bringing thousands of pages of specialized 
know-how and advertising to the men who 
make decisions in the businesses, industries, 
sciences and professions .. . pinpointing 
your audience in the market of your choice. 


Write for complete list of NBP publications. 


March 1953 /103 





ars 
CORPORATION 


Can peep show sell hard goods? 


Viking tries it . 


By Bert Enos 


® CHEESECAKE tied in with product 
demonstration brought the highest 
number of advance orders in the 
company’s history to Viking Air 
Conditioning Corp., Cleveland. 

More than that the company 
ranked among displays with the 
greatest traffic at two major 1953 
industrial shows the Air Condi- 
tioning & Ventilating Exposition and 
the National Association of Home 
Builders show. 

The promotion idea started gen- 
erating last fall, when Viking, which 
is primarily a manufacturer’ of 
blowers for furnaces, completed a 
new window exhaust fan. 

With its shop already so crowded 
the company couldn't make samples 
for its salesmen, there was an im- 
mediate problem of how to demon- 
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. Says yes 


strate the new window exhaust fan 
to distributors. 

That’s when George O. Gould, 
advertising manager and amateur 
photographer of considerable skill, 
conceived the idea of presenting the 
window exhaust fan by means of a 
stereo slide viewer . . using 35 mm 
color in three dimensions. 

Also, Mr. Gould decided on the 
use . . a controversial use in indus- 
trial advertising . . of cheesecake as 
an attention getter. He prepared a 
series of eight slides, each picturing 
a model in progressive stages of un- 
dress demonstrating a different fea- 
ture of the window exhaust fan. 

Captions were admittedly “corny” 
but were designed to get a laugh 
from distributor-viewers. Each of 
the company’s 25 salesmen was pro- 


_. at girl art 


vided with a stereo viewer and a set 
of slides. As the distributor looked 
at the slides, the salesman explained 
the feature of the fan being shown. 
Then the salesman would replace 
the slide with the next one in the 
series. By the eighth slide the 
model was in a state of extreme 
disarray but covered her charms by 
holding a sign which said, “Now, 
let’s talk turkey.” 

At this point the 
launched into his formal presenta- 
tion from the sales manual. 

Result? Distributors liked the 
presentation and by December 1 
Viking had the greatest number of 
advance orders it ever had had for 
any of its products .. with not a 
fan yet in production. 

A month later Viking came out 


salesman 





' 


Scholarly . . Machines drew heavy 


traffic as word spread that art 1 


She Attracted Traffic . . D: 


te 


ires plus m 


with a window air conditioner 
the same technique was used and 
the results were the same. 

It was the advent of the National 
Association of Home Builders show 
that resulted in the second sales 
promotion idea and at the same 
time called for all the advertising 
manager's ingenuity. 

Still thinking of the success of his 
stereo viewers, Mr. Gould recalled 
the “drop card machines” of an ear- 
lier day .. the box-like machine 
installed in penny arcades, where 
as you put in a penny, a series of 
three-dimension pictures dropped 
one at a time and you saw a little 
story unfold. 

A penny arcade gimmick would 
be a natural to draw visitors to 
Viking’s display, he reasoned, but 


Amused .. 


ment, chuckles 














since the last drop card machines 
were manufactured in 1908, he was 
faced with the $64 question . . where 
to obtain even one machine nearly 
45 years later? 

The search took weeks. 
and theatrical agencies, 
shops, circus agents, individual car- 
nival operators .. all were con- 
tacted, but to no avail. 

Finally came a lead. 
in his eighties, who once owned a 


Carnival 
antique 


A man now 


string of penny arcades, was re- 
puted to be living in Mentor, O 
(not far from Cleveland!) where he 
was said to operate a penny arcade 
in the summertime and was also 
said to have six machines stored in 
an old garage. 

Mr. Gould hopped on the trail 
and when he arrived in Mentor 


found the elderly gentleman and six 
grimy drop card machines, all badly 
in need of repair, just as the report 
had said. 

At this point, the story of the 
search for a sales promotion idea 
takes a tragi-comedy twist. 

The deal was made and as the ad 
manager was calling his home office 
to arrange for a check to be sent to 
the owner of the machines, a sudden 
. the elderly 
man had dropped dead on the floor 
from a heart attack! 

Mr. Gould called 


police .. and the chief informed 


sound made him turn . 


immediately 


him he couldn’t have his machines 
“can't 
property out of here.” 


just cart a dead man’s 
The difficul- 
ty with the chief was straightened 


out, however, and with the drop 





sales promotion | ideas 


comment on catalogs booklets j direct mail 


exhibits / motion pictures slide films / sales helps 





meetings 
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Inside-Outside . . Mitchel! filmstrip cartoon show mfort inside, d miort outsid Too Hot.. 


mar rs WV way sale raining 1 r more 1es pl 1G 


cd | d will ® a TWO-waAy film presentation that 
Increase SQ es, Goo shows how to sell its product and 
that also can be used to build prod- 
uct prestige for potential sales is 


featured in new training film inhi sane albekivaty ta Shula 
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Administrative Officials 


Plant Managers 


Production Superintendents 


Maintenance Officials 


Purchasing Agents 


Engineers of All Kinds 


... and prove it with BUYING-ACTION ! 


One sure way to get immediate buying- 
action from your advertising is to put 
it in NEW EQUIPMENT DIGEST. 
Reading N.E.D. regularly are some 
200,000 key buying influences in over 
40,000 worthwhile industrial plants 
throughout the nation. 


These readers rely on N.E.D. for new 
ideas and latest information about 
products that can help them step up 
production, cut costs, improve their 
own products and plant operations. In 
short, they’re looking for products, 
equipment and materials to buy... and 


they do buy! 


A PENTON PUBLICATION 


CCA BE 


1213 West Third Street 
Cleveland 13, Ohio 


They told us so... 5,927 of them said 

they had made 2,488 purchases and had 

6,429 more pending, all as a result of 65,500 copies 
inquiries made about products seen (total 

in N.E.D. distribution) 


No wonder more sales-conscious \d 


advertising people are using N.E.D. to 


stimulate sales these days. Now, as sales 200,000 


. . . . reaae 
leads and buying-action gain impor- mere 
tance, N.E.D. is a better advertising buy Alek 
than ever before in broad market in 40,209 
coverage, reader interest and measur- plants 


able results. 
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@ byes AND vous... it’s the bright idea 
behind General Aniline and Film’s new 
fashion and selling tour. Six lovelies, travel- 
ing by airline through Latin America, are 
modeling 42 creations dyed with GAF colors. 
Distribution-minded management in the CPI 
use modern merchandising methods like this 
to keep pace with fast-moving production .. . 
last year up to $57 billion. 


SILICONE DOUBLE-HEADER! General Electric 
chalked up two silicone advances when the 
company brought out a brand new silicone 
rubber and, at the same time, completed a 
$5 million expansion to its Waterford, N. Y. 
plant. This is another example of the kind of 
growth that’s going on all over the Chemical 
Process Industries . . . where management 
footed the bill last year for an estimated $7 
billion in new plant and equipment. 





ALLETHRIN—a boon to insecticide makers 
but a tough production problem. It’s a mix- 
ture of two chemicals not commercially avail- 
able, so some 12 to 20 involved steps like the 
one illustrated are necessary for the com- 
mercial product. Nothing daunted, three top 
producers—Benzol Products, U.S. Industrial 
Chemicals and Carbide and Carbon—have all 
made substantial plant and equipment in- 
vestments to produce it in increasing volume. 


ALERT MANAGEMENT, personified by Nelson 
S. Knaggs, Vice President in Charge of Sales, 
The Hilton-Davis Chemical Company Divi- 
sion, here watching the world’s biggest flush- 
ing machine and color blender in action. It 
can mix 20,000 to 25,000 pounds in one opera- 
tion. Says Knaggs, “At the clip our business 
moves along, I find the frequent use of 
CuemicaL Week of great value. For my pur- 
pose, it reflects the pulse beat of the Chemical 
Process Industries.” 


dyes and dolls, silicone 


Management looks ahead in the Chemical Process Industries 








with long range planning for tomorrow’s markets . . . with 


a capital investment program that’s largest in industry. It’s 


.a profit-minded field, where foresighted executives, charged 


with high-volume, low-cost production, are interested in better 
equipment, materials and methods. And in this big-buying 
market, executives depend on CHEmIcAL WEEK for the ideas 
and procedures that influence business planning. In the proc- 


ess industries . .. it’s management’s own magazine. 


a 





\ 
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Couble-header, allethrin 


CHEMICAL WEEK, with timely reports and analyses of news 


behind the news, is read at all management levels . . . in ad- 
ministration, distribution, production and research. That’s 
why advertising in CHEMicaL WEEK gives impetus to sales 
effort . . . your product message flags down the busy execu- 
tives that salesmen find hardest to cultivate. CHEmicaL WEEK 
reaches... and sells... management men who often specify, 
and always approve, purchases of industrial goods and serv- 


ices in the Chemical Process Industries. 





in the 
chemical 
process industries 


a 


i's management's 
own magazine 


management and... Chemical Week 


A McGRAW-HILL PUBLICATION + ABC-ABP 
McGRAW-HILL BUILDING, NEW YORK 36, W. Y, 
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Manutacturing Co., Chicago 

Mitchell manutactures room ai 
conditioning equipment and features 
its Weathr-Dial . . a control that 
allows users to dial different levels 
of “weather. 

Titled “Health and your Wealth,” 
the film appeals to a vital sales point 

health . 
man’s pocketbook 


as well as to the sales- 


The presentation opens with a 
series of slide films of a cartoon 
type. Eugene A. Tracy, vice-presi- 
dent in charge of Mitchell’s air con- 
welcomes the 


ditioning division, 


viewers as slides emphasize the 
sales pitch that air conditioning has 
moved out of the convenience and 
into the necessity class. 

To dramatize the product and the 
health sales angle, a 16 mm film 
story then is introduced. This fea- 
ture of the film presentation can be 
used separately. 

The 16 mm film tells the story of 
R. J. Pemberton, a mythical cotter 
pin manufacturer, whose health suf- 
fers from working in an overheated 
office. The story is kept deliberate- 
ly educational and the only “com- 
mercial” in the film is in the intro- 
duction, which says “The Health 
Story, Authenticated by the Mitchell 
Air Conditioning Research Founda- 
tion.” 

At the conclusion of the health 
story, the film switches back to the 
slide film presentation, with Mr. 
Tracy. listing six plus features as 
sales-closer's 

The health story, used apart from 
the sales promotion at the beginning 
and end of the complete presenta- 
tion, is designed for showing in 
schools, before civic groups, at 
meetings and conventions . . any- 
where, in fact, the dealer thinks 
feasible. 

While the health story in_ itself 
does not create sales . . nor was in- 
tended to dealers are reportedly 
enthusiastic over it as an integral 
part of their sales training program 
as well as a builder of good will and 
a method of attracting future cus- 
tomers. 

The film originally was introduced 
Mitchell's 


salesmen in a series of nation-wide 


to its distributors by 
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sales meetings just completed. Dis- 
tributors purchased the film out- 
right and now make it available to 


dealers on a loan basis 


Crystal ball.. | 


name 


Crystal ball is reminder ad 


for looking into future sales 


A crystal ball paper weight is 
used by Allison Motor & Equipment 
Co., Chattanooga, Tenn., to keep its 
name before customers. Inside the 
crystal ball is set a colored replica 
of a truck and warehouse, and the 
Allison imprint is on the plastic 
base. 

The crystal ball desk weight is 
manufactured by Progressive Prod- 
ucts, Union, N. J., and the base is 
molded of cellulose acetate butyrate 
Tenite, a product of Tennessee East- 
man Co., division of Eastman Kodak 


Co., Kingsport, Tenn. 


Eutectic Welding contest 


promotes company, industry 


A contest that promotes both the 
industry and the company is being 
conducted by Eutectic Welding Al- 
loys Corp., Flushing, N. Y. Cash 
awards totaling $2,000 are offered 
for papers on “Contributions to the 
Science and Art of ‘Non-Fusion’ 
Welding, Brazing and Soldering.” 

The contest, open to engineers, 


metallurgists, research investigators, 


welders, students, faculty members 
and others who work with and in- 
fluence the purchasing of welding 
equipment, follows the pattern of 
previous contests, although addi- 
tional emphasis has been placed this 
year on papers of a more technical 
nature. There also is a category 
with $550 in cash awards for “Prac- 
tical Welding Applications.” 


Three-part folder tells story 
of National Supply Co. 


National Supply Co., Torrance, 
Calif., puts out a neat folder that 
gets reader interest in three quick 
steps. 

The cover shows the entrance to 
the Torrance plant . . simple and at- 
tention-getting, it leads the reader 
to open the folder to a spread that 
shows an airplane view of the huge 
The spread leads the reader 
and here a double 


plant. 
to open again. . 
spread depicts a colored map of the 
United States and Canada, showing 
the locations of National Supply’s 
home office, its six plants, and its 
115 supply stores and its sales of- 


fices. 














Counter helper . 


Supplier aids kraut industry 
with salt-testing booklet 
Morton Salt Co., Chicago, a sup- 


plier to the sauerkraut industry, 
helped the industry solve a difficult 





a BIG Boss behind the huge mahogany, the 
medium-sized boss pushing a fleet of bull-dozers, 
the would-be boss up in the ironwork, and the little 
bosses all over the country —they face a load of 
problems other than how to push a slide rule or 
drive a rivet. 


“What’s the union going to do?”’,““What’s the best 
way to finance new equipment?”, “What doI have 
to report to Washington?”, “What do bricks cost 
in Boston?” — these are just as important to the 
boss today as “How much stress will that girder 
take?” 





little bosses The busy boss in building today needs fast, concise, 


eT SZ” lucid coverage of all the forces and factors that 
make construction tick. Engineering News-Record 
is the only publication that supplies it to him — all 
in one package, every week. That’s why you'll find 
bosses of all sizes and shapes and titles reading it. 


And remember, many bosses have a finger in every 
construction purchase. Engineering News-Record 
reaches more of these bosses who select, specify 
and buy than any other advertising medium. 


would-be bosses 


a 
tn SheMet cha nciamaes aa hliaatnatin, ate 


in construction, 
it takes many bosses to make one purchase 


ENGINEERING 
NEWS-RECORD 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


59 / nt 





HOW CAN READERSHIP 


Dr. Henry C. 
(Psychological Corp.) 


a new handbook on 
readership values... 


“How to buy 
BETTER 
READERSHIP 
VALUES" 


Here, for the first time, a candid discussion 


. here are asked the kind of penetrating 
questions every alert advertising buyer 
should ask 


This handbook is now in preparation .. . 
will be available shortly. Your request 
now will reserve a copy which will be sent 
immediately the book comes from the 
press. No charge. Just write address 
below. 


1. How to buy better Circulation Values 


. . . 23 questions and answers dealing with all phases 
of circulation . . . how to read audit statements, 
paid vs. non-paid, what do renewal %'s mean, etc. 


Ask for any one, or all three, of 
the above booklets ... by name. 
No charge. Just write... 


Link and Dr. Albert D. Freiberg 
have said — 


oe 


of this highly controversial subject .. . 

. and here are given straightforward, in- 

formative answers that “dig beneath the 
surface”, that hide nothing. 


Get these handbooks NOW— 


. available immediately are these two handbooks of 
top interest to every buyer of industrial advertising. 


2. How to buy better Editorial Values 


. . . 37 penetrating questions and answers . . . the 
things you’ve wondered about . . . those “hard- 
to-get-answered” points . . . how to judge “good 
editorial”, etc., etc., etc. 


‘‘Aids to Industrial Advertisers’’ 
Putman Publishing Company 
111 East Delaware Place 
Chicago 11, Illinois 


-eader behavior proves superior readership 
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RESEARCH BE IMPROVED? 


“The basic criterion for validity 
- - - is behavior’’* 


Can we depend on “what folks say”? 


No, unfortunately we cannot. sire to “appear at one’s best”, memory error, etc. 
. . which no increase in sample can eliminate.** 


Research and psychological authorities agree there , 
Moreover, practical tests prove the existence of 


are biasing errors in all known research techniques 
asking such questions as “How will you rate?” or 
“What do you read?” . . . due to desire to say This is the basic point of Dr. Link’s and Dr. Frei- 
what seems the popular thing at the moment, de- berg’s observation. 


such errors.*** 


Can research techniques be improved ? 


Yes, Drs. Link and Freiberg and many other (Behavior? . . . what folks actually do in contrast 
authorities say they can. to what they say they do) 

How? By studying behavior . . . by checking tech- As one authority comments, “The survey that can- 
niques against behavior . . . by refusing to be sat- not be checked by some measure of behavior is 
isfied with non-validated methods of research. probably of little value anyway.”**** 


Be sure to ask, “How is your technique validated ?” 


You can help raise the level of readership research. To learn more about “How to buy better READ- 
How? By always asking, when readership study ERSHIP VALUES”, you'll want to read the hand- 
results are presented to you, “How did you vali- book described on the opposite page... to be 
date your technique? How do these results check published soon. 


with known behavior?” 


— from “The Problem of Validity and Reliability in Public Opinion Polls” Public 
Opinion Quarterly, Vol. 6, Spring, 1942, pp. 87-98. 


from “How Valid are Readership Studies?” .. . ask to see a copy. No charge. 
Address below. 


— from “We made a reader survey . . .” and similar studies. Ask for copies of 
these reports. No charge. Address below. 


from “Consumer and Opinion Research—T he Questionnaire Technique”, Harper 
& Bros., 1943—by Albert B. Blankenship, Ph.D., Director of Market Re- 
search, Young & Rubicam, Inc. 


to.. ‘‘Aids to Industrial Advertisers”’ 
Putman Publishing Company 
111 East Delaware Place 
Chicago 11, Illinois 


new ‘champs’ rise in food & chemical fields 
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Sales promotion ideas . . 








problem through a booklet, “Bette: 
Sauerkraut through effective use of 
Salt.” 

The problem had bothered sauer- 
kraut manufacturers ever since it 
was learned a titration test for salt 
content in sauerkraut was more ef- 
fective than testing through use of 
a salometer 

Difficulty with the titration meth- 
od was in matching test colors, and 
the difficulties made the use of the 
method 


titration practically im- 


possible for the kraut packer. 


he ed 1¢ rot nieres} § the 


GM improved highways contest 


getting wide response 


More than 100,000 requests for 
entry blanks have been received by 
General Motors, Detroit, in response 
to its $194,000 bid for ideas on how 
to pull the nation out of its highway 
muddle. 

General Motors’ contest is note- 
worthy in three respects. It capital- 
izes on the fact that people want 
something done about their high- 
ways, it will perform a public serv- 


ice if any “solutions” are developed 
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Morton Salt Co., through its re- 
search and production departments, 
produced a_ waterproofed booklet 
made to withstand rough handling. 
End point colors needed for match- 
ing during the test are protected 
The booklet 
is perforated so it may be hung 


by laminated plastic 


above a work table when it is used 
in kraut producing areas. 


The booklet is being distributed 
by the National Kraut Packers As- 
sociation, which has given the work 
its approval 


and, of course, it is thereby doing a 
strong promotional job for GM. 

The contest runs until March 1, 
with a $25,000 first prize and 161 
other cash awards for the best es- 
says on “How to Plan and Pay for 
the Safe and Adequate Highways 
we Need.” 

Besides favorable comments about 
the contest from magazine editors, 
radio and television commentators 
and public officials, interest has 
been shown by the actual entry 
blanks received, ranging from in- 
quiries from engineers and other 


road experts to penciled cards from 
soldiers in Korea. 

Five distinguished judges will 
rate the entries on the basis of 
originality, sincerity and _ practical 
adaptability. General Motors has 
supplied its dealers with “Contest 
Facts Books” for general distribu- 
tion and promotion of the contest. 


No nuts is driving 
ad manager nutty 


“Impossible?” The word is not 
permitted in advertising agency 
circles. 

“Nuts!” Frequently heard in the 
same circles, this is the word that 
at the moment is driving John 
Wassmer, production manager of 
Smith, Hagel & Snyder, New York, 
frantic. 

Currently, Mr. Wassmer is run- 
ning a classified ad . . “Wanted: 365 
pounds of Chinese Litchi nuts. 
Please contact John Wassmer of 
Smith, Hagel & Snyder, New York. 

Mr. Wassmer wants the nuts for 
a mailing by the agency for its cli- 
ent, Union Bag & Paper Corp., in 
connection with an_ advertising 
theme based on old China. 

But as of now .. no nuts. Rea- 
son? The embargo on exports from 


China. 





Shareholder “Know How” 
described in new handbook 


® NEW yYorK .. An indexed hand- 
book on the “know how” of share- 
holder relations, ranging from prep- 
aration and distribution of corpora- 
tion annual reports through analysis 
of shareholder relations techniques 
has recently been issued by Finan- 
cial World, New York. 

The 81x11” booklet contains 68 
pages, including a foreword and 12 
chapters with each chapter illus- 
trated with charts or reproductions 
of sample material. Featured are 
full size reproductions of the 27 
annual report advertisements judged 
best in nine industrial classifications 
in a survey made last year. 

The book, which can be purchased 
from Guenther Publishing Corp., 
New York, is edited by Weston 
Smith, director of Financial World’s 
annual report survey. 
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the chemical engineer is a 


He spends a lot of money and he spends 
it fast... but the chemical engineer is 
one of the most value-conscious buyers 
in industry. He makes sure that every 
dollar spent for equipment and materials 
pays off .. . in better products, higher 
output and lower production costs. 
Why not? Controlling costs has helped 
him open up new markets, speed product 
development — revolutionize processing 
operations in a hundred manufacturing 
fields. And his ability to buy wisely has 
been vital to the production efficiency 





that makes these achievements possible. 

Small wonder he’s played a big part in 
the spectacular rise of the Chemical Proc- 
ess Industries, 2 business where value of 
output increased five-fold within 12 years. 
As Life Magazine put it, a business that’s 
anew keystone of the U.S. 

chicf heir to the 


become... 
economy nation’s 


. Spawner of 


atomic energy program 
entirely new industries like plastics and 
into 


synthetics . injector of new Lafe 


many old-line industries .. . transformer 


of every American's daily life, 


vonyr sar 


smart spender 


Here is a market that deserves yout 
best selling efforts, a market that spent 
$39 billion last year for industrial zoods 


And 


IE.NGINEERING, the production magazine 


and services. here is CHEMICAI 


that grew up with the market... today 
bought and paid for by more than 37,000 
engineering-minded readers. If you, too, 
have an eye tor value, you'll find a good 
buy in the advertising pages of ... 
Chemical Engineering (ABC * ABP) 
A McGraw-Hill Publication 

330 West 42nd St., New York 36, N.Y. 








h Ot ® @ @ . because food plants have had 


, to stop doing things grandpa’s way. No costly, old-style method 
is sacred now in bakery, brewery, cannery, dairy, meat plant. So 
when a canner decides to turn out 352,000 lbs. of frozen peas a 
day, he starts engineering. And before he’s turned out a pound, 
he’s up to his ears in new equipment. That’s why food’s hot — one 
of America’s hottest industrial markets. 


FE keeps SUITING" this hot market with the meaty 
kind of article above —in this case, the most complete article 
on frozen-food engineering ever published. It’s not enough to 
report that new equipment exists. FooD ENGINEERING helps inte- 
grate that equipment with materials and supplies, in order to 
engineer a quality product at lower cost. This editorial thorough- 
ness has tripled FE’s all-paid circulation in 12 years. For the same 
reason, the men who buy in food plants vote FE tops in every 
industry-wide readership poll. 


And advertisers have not missed the implication of this editorial 
influence. They buy far more pages in FE than in any other 
industry-wide food-plant magazine. That volume keeps growing. 





WHAT DOES IT TAKE TO FREEZE PEAS? 





come nN’ get QA TASTE of the one billion dollars 
food plants are spending this year for new plant and equipment. 
It can be your steady diet; for food plants are embarked on a 
technological revolution and faced with a rapidly-growing popu- 
lation (all eaters). The food industry will grow steadily, modernize 
intensively, for an indefinite time to come. 


Hot book. Hot market. 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N.Y. 








employe communications 


public relations 


by Robert Newcomb 


and Marg Sammons 


Booklet series reveals company 


step by step to new employes 


like oll Post and C & C people 
gets MORE thon o pay check 











For Free . . 
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® THE CEREAL manufacturers are 
long since accustomed to pointing 
out the merits of their wares to the 
public. In this highly competitive 
field, parents find it difficult to dis- 
tinguish the most appetizing of the 
lures, since all appear (as they put 
it) yummy-yummy. 

To find an information service for 
employes clicking in a cereals com- 
pany should therefore not be a sur- 
prise 

What's surprising is that it is as 
good as it is. 


The analysis of communications 
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at the Post Cereal Division of Gen- 
eral Foods at Battle Creek, Mich., 
is a heartening chart for anyone in 
employe relations to examine. Here, 
specifically, you find as complete 
and understandable picturization of 
employe benefits as anyone would 
care to see. 

Why is it so important to spell out 
benefit programs, in easy assimilable 
terms, for employes? For a num- 
ber of mighty important reasons, 
and here are some of them: 

1. The 


markets picks his job on a competi- 


employe in tight labor 
tive basis, and the range and num- 
ber of employe benefits have a lot to 
If the candidate 
for the job doesn’t fully grasp what 


do with his choice. 


the company offers, he may move to 
the competitor across the street. 
2. The 


about his benefits often mistrusts 


employe who is vague 
them because he doesn’t understand 
them. If he mistrusts the benefits, 
he probably mistrusts the company. 
He is an easy prey to harsh rumors 
about it. 

3. In organized plants, the union 
frequently claims the credit for se- 
curing the benefit (or benefits) as a 
result of smart operating at the bar- 
gaining table. This may be perfect- 
ly justified . . perhaps the granting 
of the benefit resulted from just 
But the point that 
gets glossed over is that the com- 


such pressures. 


pany picks up most, if not all of the 
cost 

4. The informed employe is the 
Certain of the 
pollsters, with an eye to the head- 


contented employe. 


\ 


Industry’s relations with 
Employes/Stockholders 
Distributors/ Suppliers 


Neighbors 





lines, have discounted this, but it 
still holds that the employe with a 
solid, continuing background of in- 
formation about the company he 
works for has a clearer image of 
where he stands than the employe 
Thus the em- 
ploye informedabout his benefits is 


who is told nothing. 


able to plan ahead, with less worry 
than if he were uninformed. 
Companies for many years have 
operated on the theory that a man- 
ual on benefits, tossed in the lap of 
a new employe on the day of his 
ground. 
Managements of such companies as- 


employment, covers the 
sume that the new employe can 
scarcely wait to get home to his easy 
chair, in order to immerse himself 
in company reading matter. The 
chances are much better than even 
that he tosses the stuff aside and 
looks at it rarely, if ever, again. 
What Post Cereals and Carton & 
Container Divisions of General 
Foods have done at Battle Creek is 
to organize the telling of the bene- 
fits story. (Walter N. Chimel is su- 
pervisor of the Information Service 
there, and here’s a nod to him for 
an excellent program). The pro- 
gram involved the development of 
the story of PC and C&C, broken 
down in palatable bites so that an 
employe could absorb one point and 
come back refreshed and ready for 
the next. 
actual 


For individual pamphlets, 
employes were chosen as 
cover models, to give local emphasis 
to the story inside. Thus each 
pamphlet is labelled “John Doe (the 
name of the employe pictured was 
naturally given here) like all Post 
and C&C people gets more than a 
pay check.” 

Here’s a run-down on the series: 


The kickoff pamphlet: This was 


-a four-page, 84x11” folder with the 





STATE HIGHWAY CONSTRUCTION —$285,414,000 





FEDERAL AID PROGRAM— $288,784 ,000 





FOREST HIGHWAYS — $12,380,000 





STATE HIGHWAY CONSTRUCTION — $285,414,000 

State highway construction budgets for 1953 (or 1953-54 fiscal 
year) for highway departments of the 11 Western States, as reported 
in WESTERN ConsTRUCTION, January 1953. Includes portion of Fed- 
eral Aid funds. 


FEDERAL AID PROGRAM — $288,784,000 
Estimated total costs of projects programmed or with plans ap- 
proved, and under construction, as of September 30, 1952. 


FOREST HIGHWAY CONSTRUCTION — $12,380,000 


Estimated costs of projects programmed, as of November 18, 1952. 


COMPLETELY . . . Western Construction is the only paid circu- 
Jation magazine that covers all 11 Western States and Alaska. 


EFFECTIVELY . . . With almost 90% of its circulation in the West 
(as against less than 10% for leading National construction maga- 
zines), WESTERN ConsTRUCTION can and does devote its editorial 
content to the specialized problems of the Western highway planner, 
builder, maintainer. 


ECONOMICALLY ... One insertion order, one set of plates, one 
space bill places your advertising before the men who specify and 
buy for all the West! 





Be sure this important issue ANNUAL HIGHWAY ISSUE 
is on your schedule OUT JUNE 1—CLOSES MAY 5 


(Regular Rates Apply) 
RESERVE SPACE NOW. 
For factual market data, complete media information, call or write our nearest district manager NOW. 
DISTRICT MANAGERS: 
A KING NEW YORK—Richord J. Murphy SAN FRANCISCO—V. C. Dowdle 
PUBLICATION 107.5) 131s¢ St, Richmond Hill 19 609 Mission St, S F., Calif 
Telephone JAmaica 9 2651 Telephone YUkon 2.4343 


609 Mission Street CLEVELAND—Clifford E Beavan LOS ANGELES—J E Badgley 
3307 E 149th St., Cleveland 20 128 So. Mansfield, L A 36, Calif 
; San Francisco 5, California Telephone SKyline 1-6552 Telephone WEbster 8-8512 


CHICAGO—A_ C Petersen PAC N W —Arthur J. Urbain 
3423 Prairie Ave , Brookfield | 609 Mission St, SF 5, Calif 


@ ga KING also publishes WESTERN INDUSTRY and IMPLEMENT RECORD | Telephone Brookfield 532 Telephone YUkon 2.4343 
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title “Yours Is More Than a Job” on 
the cover, superimposed over vari- 
ous drawings of employe activities. 

Inside the author ties the 2,900 
company employes together through 
common interest in their employer. 

Illustrations show various activ- 
ities around the plant, by way of 
orientation to the themes that will 
follow in later folders. Picked at 
represent family 
show, medical 


random, they 
nights, a minstrel 
service for employes, the suggestion 
system, vacations, the employe club 
and allied themes. On the back 
cover the series of booklets is an- 
nounced, built around the ‘“73« 
plus” per person per hour paid by 
the company for total extra benefits. 
“The booklets will be mailed to your 
homes,” the announcement reads, 
“so that your family and friends will 
be able to read the story of your 
extra benefits. Your family will be 
especially interested in the plan be- 
cause it concerns the welfare of each 
and every member of the family.” 

There are four individual book- 
lets in the group, broken down as 
follows: 


Employe services: Employe Don 
Phillips is pictured on the cover of 
this one, being checked in the med- 
ical department. Listed inside are 
the various services offered em- 
ployes as extra benefits, and a price 
tag is affixed to each one to drive 
the point home. Thus, in summariz- 
ing sick and accident pay, a caption 
notes that this costs the company 
1.2¢ per hour per person. 

Group life, combining paid-up and 
term insurance, and hospital-surgi- 
cal insurance are similarly broken 
down. The three specific group 
benefits are listed, with contribu- 
tions by employe and company, on 
the back cover. 

On this 
shown that 


particular chart, it is 
employes contributed 
nothing to medical care, nothing to 
non-occupational accident and sick- 
ness benefits, and $38,164 as their 
share of group life insurance. To 
all three the company contributed 
a total of $101,606. 


Retirement, Social Security and 
other compensations: The second 
booklet, featuring Employe Mabell 
Weed and highlighting retirement, 


unemployment compensation, So- 


120 / Industral Marketing 


cial Security and workmen’s com- 
pensation, shows that the employes 
make no contribution to two of the 
four, and that the employes’ total 
contribution of $288,826 is practical- 
ly doubled by the company’s con- 
tribution. 

Again the parting line is: “Your 
total extra benefits cost Post Cereals 


and Carton & Container 73¢ plus per 


person per hour.” 


Pay, extra pay and compensa- 
tions: Employe Jack Elliott is fea- 
tured on the cover of the third 
booklet, devoted to paid vacations, 
premium pay, paid holidays, over- 
time pay, year-end compensation, 


1G¢ lob 





Communications woman of the month.. 


Her ‘annual report’ to management 


tells the employe story of Avisco 


Margaret Gleason . . Americar 


® ALONG toward the end of each 
year, an attractive young woman in 
the Empire Siate building sits down 
to prepare a one-woman annual re- 
port. 

Her name is Margaret Gleason; 
she is editor of a bright and in- 
formative journal for the employes 
of American Viscose Corp., and the 
report she writes covers the activ- 
ities and progress of the publication 
“Avisco News” for the year. It’s 
a whacking 92 page magazine, with 
many plant editions, and 312 plant 
reporters, editors and employe pho- 
tographers. 

What Margaret Gleeson does is to 
give an accounting of her year as an 
interpreter of management to Avisco 
people. What she does should be 
done by many, for her chart shows 
that she is editorially on the beam. 

She breaks down for her bosses 
the contents for the year, in the 


proper categories. In 1952, for ex- 
ample, Editor Gleeson noted that 20 
full-length features had been carried 
on company operations and products 
.. from curtailment and what Avisco 
is doing about it, to a discussion of 
production, to quality control, to the 
use of rayon on a super-liner. She 
tackled on-the-job stories, and listed 
them all, from an engineering time- 
keeper to a plant painter. 

On 29 occasions “Avisco News” 
visited company locations for com- 
munity stories, gathered homely 
facts about people and took warm, 
friendly pictures. Safety came in 
for good coverage, with 10 stories. 
(Not all listed, of 


course .. only the major ones were 


stories were 
represented in the report). 
Employe benefits were discussed 
in practically all issues, but were 
given almost special issue treatment 
in November, when the topic was 
Long service and attend- 
monthly 
special stories 


featured. 
recognition were 
many 
were used based on activity in these 
Hobbies came in for 


ance 


events, and 


departments. 
coverage, and even cover subjects 
were listed. Stockholders in Miss 
Gleeson’s journal, who are the heads 
of her company, must feel happy 
about the big dividends she declares 
at the end of each year. 

Miss Gleeson joined Viscose in 
1944 as assistant editor, and became 
editor in 1947. She was formerly 
with Charles Francis Press, a large 
New York printer, and has found 
time to write two books. 
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®@ of INVENTORIES 


For advertising rates, 
consuit your agency or 
write: 
Mac Rae's Blue Book 
18 East Huron Street 
Chicago 11, Illinois 


Industrial Marketers, 
We Thank You 


For 59 years, Mac Rae's Blue Book has been 
producing top quality inquiries for its many 
thousand advertisers. That is why the 1953 
60th Annual Edition will contain the largest 
number of advertisements in our history. 
Over 18,000 copies will be selectively 
distributed to firms with the largest pur- 
chasing capacity. 
We appreciate this growing response of 
advertising men toward The Directory of 


American Industry 


This handy address directory, at left, 
sent free to all recipients of the current 
edition of MacRae’s Blue Book, has 
been received with enthusiasm. 


America’s Greatest Buying Guide 


J 
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The Radio-Electronics Industry 


— between covers — 


26,500 


Copies to : , Achievement: From a strictly prac- 
Members Z tical standpoint, here is the working in- 
“ formation on an entire industry, wrapped 
up in one book for engineers, and pro- 

vided by engineers and their firms. 


Men—Firms—Products: All three 
make the radio-electronic industry, and 
all three are listed and well organized in 
the annual IRE DIRECTORY. Here is 
a service supplied to 26,500 IRE mem- 
bers which is of tremendous practical 
value. 


10 Product Directories in One: 
So vast are the applications of radio 
today that the electronic equipment 
buyer needs not one, but ten directories, 
but with the convenience of one binding. 
The IRE DIRECTORY sensibly organ- 
izes products into these great groups: 
Audio, Broadcast, Communications, 
Components, Applications of Electron- 
ics, Radar, Services & Raw Materials, 
Testing Equipment, Education, Distrib- 
utors. 


Classified for Use: An almost un- 
believably complex industry has been 
organized, coded, simplified, and “in- 
dexed for use” in this book. Advertising 
adds vital and specific working informa- 
tion to these indexes. It is the kind of 
information an engineer knows how to 
use! 


BUDGET! Order advertising now! 

IRE DIRECTORY advertising will 

834 Pages reach 30,000 engineers in the 1953 issue. 
Weighs 41% Ibs. Rates are only $420 a page, to $70, 1/6 page. 


A The Institute of Radio Engineers 


Adv. Dept., 303 West 42nd Street, New York 36, N.Y. 
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of the National Industrial 
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NIAA adds $2,500 in new awards 


Cash prizes of $1,000, $750 
and $500 will be presented 
for best industrial exhibits 


® NEW yorRK .. A new award cate- 
gory has been added to the National 
Industrial Advertisers Association’s 
annual industrial advertising awards. 
It is for industrial exhibits, and will 
carry $2,500 in prizes. This will be 
underwritten by six exhibit build- 
ers. 

First prize will carry an award of 
$1,000; 2nd prize will be $750, and 
third prize will be $500. 

The companies sponsoring the 
awards include DeVorn Displays 
Corp., Cleveland; Gardner Displays, 
Pittsburgh; Gardner, Robinson, 
Spierheim & Weis, Pittsburgh; Gen- 


Preview .. GE executives, students study marketing plan. From left: Ted McKay, GE 


eral Exhibits & Displays Inc., Chi- 
cago; Hadley Displays, Buffalo; and 
Product Presentation Inc., Cincin- 
nati. 

William H. Uffelman, exhibits 
manager of E. I. duPont de Nemours 
& Co., has been named administra- 
tor of the industrial exhibits award. 

J. Whitford Dolson, industrial ad- 
vertising manager of Hercules Pow- 
der Co., is general chairman of the 
NIAA awards administrative com- 
mittee. 


Mail questionnaire will help 


determine conference program 

@ NEW yorK .. The program com- 
mittee of the National Industrial 
Advertisers Association forthcoming 
annual June conference in Pitts- 






















asst. ad manager; Dick Stickler, president, Eastern Industrial Advertisers; George Park, 


GE asst. ad manager; Jack Eigenbrot, EIA program director; Orville Hass, v.p. of GE. 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
Gene Weidereit, president 
Blaine G. Wiley, executive secretary 
















burgh is mailing questionnaires to 
all NIAA members to find out what 
they want on the June program. 

The program will be developed 
on the basis of questionnaires re- 
turned, according to Harold Hoff- 
man, U. S. Steel Co., acting chair- 
man of the committee. 


Ritchey named chairman 
of 1953 NIAA conference 


= piTtsBuRGH . . Robert J. Ritchey, 
assistant sales manager, Townsend 
Co., New Brighton, Pa., has been 
named general chairman of the 1953 
annual conference of the National 
Industrial Advertisers Association 
to be held June 22-25 at Pittsburgh. 

Mr. Ritchey, who before joining 
Townsend was director of market 
development, U. S. Steel Corp., will 
be assisted by Hugh E. McDonald 
Jr., of Walker & Downing, Pitts- 
burgh. 

Promotion committee chairman is 
Paul F. Vollmer, Blaw-Knox Co.; 
publicity chairman, Harry W. Smith, 
Harry W. Smith Inc.; arrangements 
chairman, T. J. Ess, Iron & Steel 
Engineer; finance chairman, Robert 
H. Caffee, William G. Johnston Co.; 
and entertainment chairman, I. H. 
Bloom, Direct Mail Service Inc. 


Good catalogs require advance 
research, Wedereit tells IMNJ 


®@ NEWARK, N. J. . . Different types 
of purchasing influences want dif- 
ferent things from your catalog, but 
you can’t find them out without 
preliminary research, Gene Weder- 
eit, director of advertising, Tube 
Turns Inc. and Girdler Corp., Louis- 
ville, Ky., president of the National 
Industria! Advertisers Association, 
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told the Industrial Marketers of 
New Jersey 

“The value of preliminary re- 
search cannot be stressed too strong- 
ly,” Mr. Wedereit said. “It is im- 
portant to find out what users of 
your catalog want.” Citing from his 
own experience, he said it was found 
that purchasing agents wanted a 
complete catalog with a place for 
discount sheets. Salesmen wanted 
sales points played up plus tech- 
nical data and specifications and a 
good index. Stock clerks wanted 
pictures of products with part num- 
bers and descriptions. Engineers 
wanted detailed product information 
with specifications and performance 
data. 

Using a colored slide film to il- 
lustrate points in his talk, Mr. 
Wedereit said that technical data 
was checked in the field, product 
photos, cross section’ drawings, 
graphs and charts were used ex- 
tensively. A progress record was 
kept during production. 

Distribution was through district 
offices. A record was kept by states 
and companies and_ subsequent 
mailings were handled by the print- 
er in bulk to district offices on or- 
der from the advertising depart- 
ment 

Mr. Wedereit will make similar 
talks throughout the country the re- 
mainder of this winter and next 
spring when he visits other NIAA 
chapters. 

George Biack, public relations di- 
rector, Cooper Alloy Foundry Co., 
Hillside, N. J., and NIAA secretary - 
treasurer, told how he had a chil- 
dren's recording made for his com- 
pany in December as a Christnias 
gift for customers, complete with 
label and album. He warned against 
trying to do a job of this kind with- 
out professional assistance. He 
used professional script writer, rec- 
ord producer and artists. Produc- 
tion was 1,000 records. 

Cost for script was $75. Acting, 
music, rehearsals, tape recording 
and editing was $468. Artwork for 
label and album was $328.24. Print- 
ing cost $313.90. This represented 
a total cost of $1,185.14. 

“More than half the records,” Mr 
Black said, “were taken by distrib- 
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Where travelers 
Chapter schedule 


Chapter 


Industrial 


Frank Bartle 


{ 
I 


Allen 


can find NIAA activity 


nal 


T 


Industrial 


Adverti 


2 


sers 


Marketers 


of New Jersey meeting where 


B. DuMont, program chairman of the 
IMNJ president; and Ken Mehrhof 


Association: Subject to Change 


Place 





Albany 


Baltimore 


Indianapolis 

cansas City 
x } 

Ss Angeies 


lwaukee 


irgh 
ind 


chester 


De Witt Clinton Hotel 
Lord Baltimore Hotel 
Hampshire House, Boston 
Park Lane Hotel 

Builders Clut 

Maketewah Country Club 
Hotel Allert n 

Malcolm Jeffrey Legion Post 
Melrose Hotel 

Van Cleve Hotel 

Albany Hotel 


Sheraton Hotel 
Club 222 
Seven Seas Restaurant 


Athenaeum 


Mona Lisa Restaurant 


Ambassador Hotel 


Minnesota Union 


Ritz-Carlton Hotel 


Military Park Hotel, Newark 
Belmont Plaza Hotel 

Poor Richard Club 
Schenley Hotel 
Benson Hotel 
Lorenzo's Restaurant 
University Club 
Forest Park Hotel 
St. Julien Restaurant 
Seattle Press Club 


Royal York Hotel 


Hotel Devonshire 


“City Club (Hartford 


Tod Hotel 





WELCOME TOA 


Plere's the Hospitality Committee, ready to take 
you in tow at your first NIAA meeting. What's on for tonight? 
Maybe a round table on direct mail. Or a panel discussion of 
the smartest ways to present an advertising budget. Or a talk 
by a research man to give you ideas on copy techniques. 

You'll rub shoulders—and make friends with—fellow 
advertisers, agency men, representatives of media and the 
graphic arts. That’s because every group with a stake in 
industrial advertising has something to contribute, and 
something to gain, from NIAA. 

How about you—going it alone? You'll go a lot farther, 
faster, when you can draw on the help, experience, and 
friendship of this business-like team. Send that coupon today, 
and get the full story on NIAA. 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 


aoOvaatinéigs 
w 


IN ADVERTISING! 


The Advertising Man's Best Buy! 


NIAA ... the largest individual membership 
advertising Organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get the whole atory ! 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 

Please send me a copy of the booklet “If You 
Sell to Industry’, describing what NIAA has to 
offer me, plus list of chapter locations. 

Name _.....- Rea ES 
Title ~ 

Company 

Nature of business 
Address ..... 

CH eas 











NIAA TLCWS 


utors for select distribution. In- 
come from this source totaled about 
$525. About 200 records went to 
employes on request Remainde1 


went to top customer’ contacts 
through the sales force 

“Use of special art technique per- 
mitted effective use of color on face 
of album with no increase in cost. 
Coloring material in the form of 
Kodak color 
stamps is simple to use,” Mr. Black 
said. “It is clean and fast and re- 
Girls in the 


transparent water 


quires no special skill. 
office can apply it.” 
Mr. Black said his budget for the 
job was $1,000. 
were $1,185.14. 
sales to distributors was $525. So 
the total cost of the job was $660.14. 


His expenditures 
Income from record 


A Two: Color Folder . . with details of the 
Topper awards contest is being 
i by NIAA to members and other in 


irkelting men 


Gene Wedereit . . NIAA president and 
i e Turns, Inc., 
ind Blaine G 

secretary will visit 

3uffalo, Hamilton and Toronto chapters 

1 March and the Rockford and Milwaukee 

pters in April. Mr. Wedereit will ad 


th meetings and will show his film 


NIAA pledges support 


to new defense secretary 


® NEW YORK The board of di- 
rectors of the National Industrial 
Advertisers Association has adopted 
a pledge of complete support for 
Defense Secretary Charles E. Wil- 
son in his efforts to attain maximum 
production. 

The board, representing 4,000 
NIAA members, said: 

“The program set forth by the 
new administration for maintaining 
high production levels both for na- 
tional defense and civilian consump- 
tion demands the fullest possible 
support from all citizens. Members 
of the National Industrial Advertis- 
ers Association, whose work is in- 
timately concerned with maintain- 
ing volume consumption of the 
products of America’s largest indus- 
trial plants, therefore pledge their 
maximum effort to the support of 
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this program in general, and to the 
successful carrying out of the pol- 
icies of Defense Secretary Charles 
E. Wilson, in particular.” 

Chicago meeting geis 

100% member participation 

8 CHICAGO Four suggestions for 
controlling the amount of direct 
mail pieces requested by dealers re- 
sulted from a panel on dealer-dis- 
tributor cooperation at the February 


meeting of the Chicago Industrial 
Advertisers Association. 

The suggestions: (1) have field 
men check to see that all mail pieces 
are used, (2) use a contract, pref- 
erably one stipulating the distribu- 
tor furnish post office receipts for 
mailings, (3) inform salesmen of the 
cost of these materials so they will 
be guarded in offering them, and 
(4) in cases where a dealer asks for 
a large quantity of mail pieces, find 





INIAA 


1928 ISSUE 


Ui Industrial advertisers wel- 


cumed proof that their profession 
was achieving management recogni- 
tion, with the announcement from 
American Rolling Mill Co. that Ben- 
nett Chapple, director of publicity, 
had been made a vice-president of 
the company. Mr. Chapple was a 
former president of the National In- 
dustrial Advertisers Association. 
NIAA First Vice-President N. S. 
Greensfelder, chairman of the in- 
dustrial 
the Association of National Adver- 


advertisers committee of 
tisers, was analyzing business paper 
factors having a 
bearing on these rates. IM pointed 
out that the success of the ANA in 
projects was partly 


rates and other 


many of their 
due to their headquarters staff and 
policy 


paid personnel. A_ similar 


had been under consideration by 
NIAA members, who were asked to 
attend the annual conference with 
definite ideas on the following prop- 
“Should a_ policy be 
adopted calling for sustaining mem- 
berships of $100 per year to make 


osition 


possible a permanent headquarters 
and paid personnel to carry through 
the many important measures the 
NIAA is festering?” 

One of the major projects for the 
seventh annual conference in St. 


‘on é 


OF INDUSTRIAL MARKETIN 


Louis called for final recommenda- 
tions and plans to be presented to 
the U. S. Department of Commerce 
for the proposed industrial census. 
One goal: include county tabula- 
tions in the Census of Manufactures. 

“When men say ‘That’s a good ad- 
it usually isn’t,” A. E. 
Little, advertising manager, Thew 
Shovel Co., Lorain, O., told the In- 
dustrial Advertising Division, Cleve- 
land Advertising Club. “But if they 
say ‘There’s a product I'm going to 
get,’ unconscious of the words which 
produced the reaction, then the ad 
is really good.” Mr. Thew said that 
a good rule for writing convincing 
copy is merely being yourself . . the 
best advertising is as unaffected as 


vertisement,’ 


the star salesman’s conversation. 
James H. McGraw, president, Mc- 
Graw-Hill Publishing Co., received 
a gold medal for distinguished con- 
temporary services to advertising. 
The medal, honoring Mr. McGraw 
for his lifelong service toward build- 
ing higher standards in the U. S. 
business press, was given him dur- 
ing a dinner at which the 1927 Har- 
vard Advertising Awards were pre- 
sented. The Harvard awards are 
made yearly under the auspices of 
the graduate school, business ad- 
ministration, Harvard University. 
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Here’s a book that shows how 
SELECTIVE SELLING pays off 


Plenty of smart sales managers are using modern techniques 
to concentrate on profitable accounts in today’s changing 
market —and this 26-page illustrated booklet shows you how 
they do it. 

In a word, they're the ones who run their business on facts 
...not guesswork. To that end, they make full use of the 
simplest and best equipment to keep those facts constantly 
before them, in concise and usable form that concentrates 
action on the points where action pays oft 

This booklet explains not just one, but many proved-in-use 
sales control systems. You'll see how Kardex Visible Records 
give you a constant, up-to-date sales picture. How Punched 
Card Machines, in your office or in ours, compile totals and 
prepare printed reports with machine speed and accuracy 
How Sched-U-Graph provides a jumbo-size, graphic picture 
of sales performance by branch, salesman and/or product 


In short, here's a book you will ws 


Management Controls Reference Library, Room1798, 315 Fourth Ave., New York 10 


Gentiemen: Kindly send me my FREE copy of your booklet KD524 


Name 
Firm 
Address 


City___ 


Title 
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“INDUSTRIAL MARKETING is 
the main key in our program of in- 
creasing aggressive sales promotion. 
In the last six months it has trig- 
gered four ideas which have helped 
make our activities more effective 
and successful.” 


gy. 
~ ays 


W. R. BURROWS 
Assistant to the President 
R. E. DIETZ COMPANY ticularly charged with market investigation and 


Mr. Burrows came directly to Dietz from the 
Harvard Business School in 1951. He is par- 


research in connection with new product 
development. He is a member of the 
American Marketing Association. 


“INDUSTRIAL MARKETING is a 
‘must’ on my reading schedule. We 
can always depend on it for new 
and stimulating ideas, for which 
reason it is circulated to the per- 
tinent people in our sales and ad- 
vertising organization.” 


4 
~ ays 
Mr. Winder has been in sales work for over G. R. WINDER 
twenty-five years. Fourteen years ago he joined 
the Chiksan Company as a salesman in the 
field, and has come up through the ranks to General Sales Manager 
his present position of Vice President and | CHIKSAN COMPANY 
General Sales Manager of the Chiksan 
Company and Chiksan Export Company. 


Vice President and 





“INDUSTRIAL MARKETING’s 
practice of presenting case histories 
in an interesting, meaty style, has 
proved particularly helpful to me. 
I customarily find a half-dozen or 
more articles that command my at- 
tention and that of my staff.” 


Says Mr. Shoemaker started his career by teaching 
school in Japan, but for the past thirty years has 
PAUL 5. weememees been in a building materials rene first 
Vice President = with U.S. Gypsum Company, then with the 
MASONITE Georgia-Pacific Plywood Company, and, for the 
CORPORATION past two years, with Masonite Corporation, 
the world’s largest manufacturer of hardboards, 
where he is Vice President in Charge of Sales 


“INDUSTRIAL MARKETING is 
one of my best sources of new ap- 
proaches to strengthen my adver- 
tising program. Because it restricts 
its eftorts to the problems of indus- 
trial selling, I find a high percent- 
age of usable ideas per page in IM.” 


: ; Says 
Mr. Geidt’s career (from 1942) may be sum 
marized as follows: From Wheaton College to the WILLIAM E. GEIDT 


Navy to Jos. T. Ryerson & Son to Inland Manager, 
Steel Company. In 1948 Inland advanced him Advertising Division 


to the top spot. He joined CIAA in 1947, INLAND STEEL CO. 
became a director in 1950, Vice President in 


1951, and President for 1952-53 


BASIC BUSINESS PAPER FOR BUSINESS PAPER ADVERTISERS 


Industrial Marketing 


200 East Illinois St. © Chicago 11 
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NIAA News 


out what he intends to use them for. 

On the question of imprinting, the 
panel was divided as to whether or 
not industry should bear imprinting 
costs, while there was unanimous 
agreement that novelty items should 
not be supplied free of cost to deal- 
ers 

In general, the panel agreed it 
was good business to provide deal- 
ers and distributors with all the 
cheap mailing pieces they wanted, 
but catalogs should be carefully re- 
stricted. 

The panel moderated by Ken 
Bayne, Link-Belt Co., and Joe Rob- 
erts, International Harvester Co. . 
was one of 12 arranged by the pro- 
gram committee for the unique form 
of meeting. 

At dinner CIAA members were 
handed a list of the 12 panel topics 
to be discussed and a floor plan, 
showing the tables where the dis- 
cussions would take place. A 15- 
minute intermission following din- 
ner permitted arrangement of the 
dining room for the discussions. 

Approximately 12 men_partici- 
pated in each of the 12 panel dis- 


cussions. 


EIA launches student program 


to develop industrial admen 


® PHILADELPHIA .. A program to ac- 
quaint students and college faculty 
members with careers in industrial 
advertising has been launched by 
the Eastern Industrial Advertisers 
Association 

The program was launched at the 
February meeting of EIA when 10 
students and professors from the 
Wharton School of Finance and 
Commerce of the University of 
Pennsylvania were presented with 
guest packages containing basic in- 
formation on industrial advertising. 

It is planned te throw future 
meetings open to groups from other 
business schools, and to offer stu- 
dents the services of the EIA em- 
ployment committee. 

The EIA also has set up a board of 
counsellors to advise college men 
and women on the outside. Mem- 
bers of the board and the fields they 
will counsel in are Clarence S. 
Lovelace, Fortune, media; Roland 
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G. E. Ullman, Jr., R. G. E. Ullman 
Organization, agency work; Norman 
A. Strang, SKF Industries, adver- 
tising managing, and George T. Bec- 
ton, Lincoln Photo-Engraving Co., 


production 


Study will determine 
industrial ad effectiveness 


® CLEVELAND James E. Jump & 
Associates have been appointed by 
the NIAA industrial advertising re- 
search institute to undertake the 
first of a series of studies to deter- 
mine the effectiveness of industrial 
advertising. 

The first project in the series will 
be a study of the handling and 
evaluation of inquiries by success- 
ful industrial advertisers and will 
include the methods and techniques 
used, the handling, recording and 
following of inquiries, and the at- 
titudes of sales executives, sales- 
men, agents, distributors and re- 
tailers towards both the inquiries 
and the promotion or advertising 
from which they result 


Harry W. Smith. . hy 


inec., inaustridi 


Cleveland survey shows 
business increase expected 


® CLEVELAND Increased effort 
and more dollars will be placed in 
advertising and sales promotion in 
the Cleveland area during 1953, ac- 
cording to a survey completed by 
Industrial Marketers of Cleveland, 
chapter of National Industrial Ad- 
vertisers Association. 

Expected appropriations for pur- 
chase of advertising space and sales 
promotion in the form of direct mail 
show increases of 27% for compa- 
nies with gross sales under $10,000,- 
000 and of 17% for larger companies, 
the survey showed. 

The survey also disclosed an av- 
erage of 4.99% more business is ex- 
pected in the Cleveland area for 
1953. Companies annual 
business ranges between $1,000,000 
and $10,000,000 expect an increase 
averaging 18% over last year, while 
larger companies expect increases 
of 3.3%. 

Of the companies reporting, 67° 
predicted increases in sales, 26°; 


whose 


predicted no increase and 7°; pre- 
dicted a decrease in sales volume 
for 1953. 
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it’s chemistry all the way! 


And it’s the Journal of AGRICULTURAL AND FOOD CHEMISTRY, 
the new American Chemical Society publication, that will publish the 
news of new ideas, new products, new developments in chemistry and 
chemical engineering . . . that will bring them to the attention of the 
chemists and chemical engineers whose professional knowledge 
provides the best answer to our increasingly acute agricultural 


and food supply problems. 


Here's the only magazine devoted entirely to the problems of 
chemistry and chemical engineering as they apply to the 
$30,000,000,000 agriculture and food industry —the only 
magazine that will offer the latest news of the field as well 

as the latest technological developments. 


The men who read the Journal of AGRICULTURAL 
AND FOOD CHEMISTRY — the hard core of profes 
sional chemists and chemical engineers — are the men 
to whom you should address your advertising if you 
want to reach those who specify and buy the majority 
of equipment and materials used in the agricultural 
chemicals and food processing fields. The Journal 
of AGRICULTURAL AND FOOD CHEMIS. 
TRY reaches them in their work atmosphere .. . 
when they are prone to be more receptive to 

your sales messages. 


CHICAGO JOURNAL OF 


cue Agricultural and Food Chemistry — 


SAN FRANCISCO 
LOS ANGELES Reaches The Heart Of The Agricultural And Food industry 


SEATTLE An AMERICAN CHEMICAL SOCIETY Publication 
DALLAS Advertising Management: REINHOLD PUBLISHING CORPORATION 


DENVER 330 West 42nd Street, New York 36, N. Y. 





February volume gains 5.5%; 


d isi 1 
or vertising Vo Uurne year-to-date total up 5% 
e ° ® WITH A 5.5% increase in advertis- 
1nl business papers ing volume for February, the 269 
business publications reporting to 
industrial marketing picked up per- 
centage volume over January, 1953 
(The January increase of 3.9°. was 
the smallest is more than a year.) 
Volume for the first two months of 
1953 was up 5%, or 3,274 pages 


The 165 industrial publications re- 





February / volume 5.5‘. (in pages) over 1952 
1953 pagechange “% change 





ported a 3.8, gain, or 795 pages 
more than the 20,841 carried in Feb- 
ruary 1952. For January and Feb- 


ruary, this group gained 3.6%. The 
eight product news papers, based on 
a 1/9 page unit, gained 12.1% in 
Export : ( February, 10.69% for the year. The 
Total 34,922 33.110 , trade publications, 52 reporting, in- 
creased 8.1°, in February, or 477 


Year to date/volume 5% (in pages) over 1952 pages; 6.8°, for the year-to-date 
1953 1952 pagechange % change period 
The class publications, 26 report- 





ing, gained 213 pages in February, 
or 8°, ... 10.6) for the year, or 524 
pages. The 18 export publications, 
down 4.5°% last month, came over 
to the plus side . . 03°% gained, or 
? 


3 pages. For the first two months, 


68,005 61.761 } E export is down 2.6°7 or 62 pages 


February pages Pages to date February pages Pages to date 
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February pages Pages to date February pages Pages to date 
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*K Jim is plant engineer 
in a chemical processing firm, 
and a regular Power reader. 
He's about to install 
a new unit substation. 


SALES EPISODES NUMBER 2 


¢ 
7 
4 
ail 


IT'S IN THE BAG, BOSS. MARY AND | 


PLAYED BRIDGE LAST NIGHT WITH LUCY AND JIM AND... 


it 
2 


é 


Mr. Palsy Walsy 


| 
! 
| 
| 


He’s never at a loss for an answer. 
He knows the latest stories, 

and he keeps a card file 

on the first names 

of his customers’ wives. 


But he knows that many a big deal 
hinges on getting one key man’s OK. 


If you sell electrical, steam, 

or mechanical power equipment, 
you can pave the way 

to the biggest OK 

by displaying your product 

in Power, 

and explaining its performance 
regularly to Power’s 

45,000 paid subscribers. 


This is by far, the largest, 

most intent and responsive 
group of buyers available to you 
in the booming power field. 


iF YOU WANT TO MOVE A PRODUCT, BEHIND IT 


A McGRAW-HILL PUBLICATION f ABC + ABP 
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Media changes . 


Te Aae 


Magazine Week .. New York, is the name 
i bi Nationa George McBride 


less pape New publication, new bureau . 
lds served ’ sgr I 


yeneral | 
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y > Vane and again and again 


Progressive Architecture smashes 
circulation records to give you 
the world’s largest market 

of architectural design and 
specification team members. 


P/A’s current circulation audit, 
for the six-months ending 
December 1952, blueprints 
record-breaking gains in every 
professional architectural 
classification — more architects, 
more engineers, more designers 
and more draftsmen than ever 
before offered. This is consistent 
c with P/A’s record of topping 
a-Laln all other magazines in 
professional architectural circulation 
for five straight vears! © 


4 
hale j Dec. 1948 | Dec. 1952 


ea Architects 10,901 14,955 
c 7} a y 7} l a ye 
Designers 3,215 4,705 


Draftsmen 4,414 5,429 


Total Professional 
and ; Architectural Circulation 22,250 33,400 


A-GAI 


You reach the most architectural ° 
building product specifiers 
when you advertise to P/A’s big 














33,400 professional audience. 

You can’t afford to reach less. ‘ 
’ Make more architectural 

sales calls than ever before... 

and make them at less cost... 

in Progressive ArchNtecture. 


Progressive, Architecture 


 @ | Reinhold Publishing Carperation World's 
3 Ry 330 West 42nd Street, ee: Largest " 
: New York 36, N.Y. ” Publisher . 
4 : of 


Architectural 
Books 





THERE’S EXTRA Sef IN THE 


Southern Slant 


... to help you sell 


SOUTHERN* SPIN-WEAVE PLANTS! 


yours exclusively in 


e bulletin 


* The Southern Spin-Weave 
market alone accounts for 
more than 75% of the total 
Spin-Weave industry in the 
United States. 





COMBINATION 
RATES SAVE YOU 
EVEN MORE! 


If you want to reach the 
whole textile industry, use 
our combination rate for 
Textile Bulletin and The 
Knitter. 12 pages in each 
(24 pages total) cost less 
than 12 pages in any gen- 
eral textile journal. 





Textile Bulletin is the only exclusively 
Spin-Weave journal of the textile 
industry. 


It is edited solely for the men who own 
and operate Southern mills . . . deals 
only with problems and_ conditions 
which exist in Southern Spin-Weave 
mills and processing plants. The South- 
ern Slant is a precious plus ... found 
only in Textile Bulletin. 


Textile Bulletin gives complete—100% 
—coverage of the South’s Spin-Weave 
mills and their dyeing and finishing 
plants. 


CLARK PUBLISHING CO. 
CHARLOTTE, NORTH CAROLINA 


If SPIN-WEAVE mills are your target 


THE SOUTH 


IS YOUR BIGGEST MARKET... 


Quthonitativr 
Facts On 
Re INDUSTRIAL 
ano TRADE 
MARKETS 


e 
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unfair example. But similar ex- 
periences come up so often, we have 
a problem in educating foreign pub- 
lishers to give us the data we need 
if we are to consider using their 
publications. 


Translations? Don’t Be Scared .. 
Probably no single factor has con- 
tributed more to management's re- 
luctance to give increased attention 
to overseas advertising than the 
bugaboo of translations. There 
seems to be a need for so many dif- 
ferent translations, and the stories 
of pitfalls and ridicule that have re- 
sulted from translation errors is a 
damper on management’s enthusi- 
asm. 

Even though the speed of travel 
and ease of communication is 
shrinking our world almost every 
day, there is still something about 
the remoteness of foreign markets 
that seems to deter management 
from approaching overseas advertis- 
ing and marketing with the same 
attitude and feeling of importance 
they attach to domestic efforts. 

The result is too often de-em- 
phasis, and failure to support the 
job with trained and experienced 
personnel. They are going after 
foreign business in a half hearted 
way. If management could be per- 
suaded to stop minimizing the pos- 
sibilities of foreign advertising, it 
would be in for a pleasant and prof- 
itable surprise. 

This pointing out of the various 
hamstrings on overseas advertising 
is merely by way of trying to get 
rid of the hobbling. It is a preamble 
to pointing out that good overseas 
advertising does get results, that it 
is profitable when a few simple 
practices are followed. The progres- 
sive U.S. companies who have rec- 
ognized the value and potential of 
overseas business and have gone 
after it accordingly with products 
that meet foreign demands and with 
top-flight advertising, are today get- 
ting the business and establishing 
themselves as dependable suppliers 
for the years ahead. 


What You Need .. A successful 


overseas advertising program justi- 





fied by the size and importance of 
the U.S. export market requires the 
following basic machinery: 


1. Capable, experienced advertising 
personnel with adequate sales plan- 
ning staffs: while there is nothing 
insurmountably complex about an 
overseas advertising program, we 
must recognize that the job is a 
unique and specialized one. If any- 
one has any ideas that advertising 
in foreign countries is merely a 
matter of utilizing domestic adver- 
tising, they should abandon them at 
once. 

The old practice of reprinting or 
translating domestic advertisements 
for the purpose of offering to the 
world the merchandise that cannot 
be sold at home simply will not fit 
into today’s methods of doing over- 
seas business. If our advertising is 
to be productive, it must be coor- 
dinated with a carefully planned 
overseas distribution and sales pro- 
gram. The overseas sales program 
must be dignified and equipped with 
tools and machinery in keeping with 
the market’s importance and _ spe- 


cialized needs. 


2. Thorough market research: our 
experience will tell us the value of 
finding out what products are 
wanted, if demands can be created 
in well defined markets . . and what 
products can be sold profitably. Do- 
mestically we have progressed be- 
yond trial and error selling. We 
must use the same market research 
to eliminate fumbling abroad. 

We need to increase our under- 
standing of foreign people, their 
needs and their tastes. Already our 
need for information is stimulating 
some definite progress in overseas 
market research. The time has def- 
initely arrived when overseas ad- 
vertisers must learn far more about 
their markets and the people who 
make them. 


3. More accurate and more com- 
plete media information: as adver- 
tisers we have a right to full infer- 
mation on what we are buying. 
Publishers of both international and 
local overseas periodicals should be 
made to realize the necessity of fur- 
nishing the advertisers with more 
and better information for guiding 
his efforts to reach the right cus- 


or materials would you 
sell if there were no 


Civil Engineers ? 


Why not get the sales you 
may be missing if you’ve 


overlooked the 35,000 


Civil Engineers who read 


CIVIL ENGINEERING — 


n¢ 
regularly! 


Proof that the Civil Engineer wants your product 
data is the fact that a recent issue of CIVIL 
‘SNGINEERING pulled 36,715 information requests. 


° 
% Ke 
vue 
\ 


The Magazine of Engineered Construction 
f Published by 
= 1 | The American Society ef Civil Pugineers 


33 West 39th Street, New York 18, N. Y. 
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FOR CURRENT NEWS 
ON EXPORT TRADE 
U.S. EXPORTERS READ 





aXPoRT TRADE 


end, SUIPPER 


For more than thirty years this weekly 
, 

business magazine has kept export 
sales cxecutives up to-date on market 
conditions, new regulations, new 
merchandising methods, and all the 


other factors affecting the sale of their 


products in overseas markets. 


Weekly features include: 


® Special business reports from 


correspondents in key markets; 


New regulations both here and 


abroad affecting foreign trade; 


Articles on merchandising, man- 
agement, advertising, financing 
and shipping by recognised au- 


thorities; 


Buyers from abroad with their 
U.S. itineraries and the products 


they want to buy here; 


The international advertising 


column; 


Shipping News, Ocean Freight 


rates; 


And other articles and depart- 
ments packed with ideas to help 
exporters sell more effectively 


abroad. 


If you are interested in export, you 
should read the magazine edited to 


help your business grow. 


Mail this coupon today 
Export Trade and Shipper 


0 Vesey Street 
New York 7, N.Y 


Send FREE sample copy 


Enter my subscription for one yeat 


(52 asues) at $4.00. 
Name 
Company 


Address 
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tomers and prospects for his prod- 
ucts. This will not be easy, but in- 
creased competition plus insistence 
from the advertiser may force these 
publishers to utilize the same ef- 
ficiency that has characterized the 
domestic publisher in obtaining evi- 
dence of results or readership by 


known customers and prospects 


Monsanto’s Aims .. Like any 


sound advertising operation, the 
overseas advertising program should 
start with a thorough study of prod- 


Whether the ad- 


vertiser has only one product o1 


ucts and markets 


several hundred, he should start by 
doing some just plain elementary 
He should carefully re- 
record He 


should obtain the advice and opin- 


examining 


view his past sales 


ions of his overseas representatives 
and his sales department personnel 
He should put 


down on paper all the pertinent 


who travel abroad 


facts he is able to obtain country by 
country 

At the very start of the planning 
program, the advertiser must ask 
himself this question, “What do I 
expect my advertising to accom- 
plish?” Many of us may differ on 
the objectives, but by all means the 
advertiser must decide what his ads 
are expected to do before going any 
farther. 

At Monsanto, for example, our 
advertising has two jobs. One part 
of our program is a broad based 
campaign to build acceptance for 
Monsanto with the public in those 
countries where we are doing busi- 
ness. These ads, instead of dwelling 
institutionally on the size and scope 
of the company, talk about various 
industries or business categories 
that can utilize chemicals produced 
by Monsanto. These ads attempt 
to tell interesting stories about how 
Monsanto chemicals are contribut- 
ing to the betterment of these in- 
dustries or businesses and how 
these, in turn, serve the general 
public. 

To be sure, by this means we are 
advertising to people who can neve} 
buy our basic chemicals. However, 
we feel that if we have established 
a good impression of Monsanto in 
the mind of the average man on the 
street, then we can be sure we have 
also favorably influenced vast num- 


bers of people between Monsanto 


and Mr. Average Citizen . . the 
management people, the chemists, 
the purchasing agents and all of the 
innumerable trade factors that de- 
termine Monsanto sales volume. 

The other half of our advertising 
job is the specific task of influenc- 
ing the known customers and pros- 
pects. These campaigns appear in 
both U.S. export and local overseas 
publications specialized trade 
media whenever available, read by 
persons we believe can actually use 
or influence the purchase of our 
chemicals. These ads attempt to 
give detailed information on the 
product and point out the benefits 
derived from its use. 

A discussion of advertising ob- 
jectives logically leads into the sub- 
ject of media. The question has 
been raised regularly as to whether 
the overseas advertiser should use 
U.S. published international media 
or local publications. This seems to 
get us right back where we began 

with the need for consideration 
of what products can be offered to 
When locally pub- 


lished media are known to be read 


what markets. 


by the exact groups we wish to 
reach, there seems to be sound rea- 
son to prefer these media. For most 
of us, there are few publications 
that fall into this classification. 

Many of our international pub- 
lications are particularly effective 
for reaching the people in overseas 
business, government and distribu- 
tion who can influence the purchase 
of American products for industry. 
But each advertiser must solve the 
problem on the basis of its own 
products and sales program. A thor- 
ough overseas job generally seems 
to call for the use of both local and 
international media. 


Home Control Better . . Next the 
question of home office control ver- 
sus local control invariably comes 
up in the consideration of any over- 
seas advertising program. This con- 
troversy is so old and has been dis- 
cussed so much there would hardly 
seem to be anything to be added 
Both the technique and the appli- 
cation of U.S. advertising has ad- 
vanced too far to risk turning the 
job over to foreign representatives 
for execution and placement 
Certainly local adaptation of ad- 


vertising for specific uses is desir- 





able. The assistance of local rep- 
resentatives is to be encouraged, for 
these people are likely to be able to 
guide you best in conforming to the 
habits and peculiarities of a par- 
ticular market. However, home 
management should by all means 
determine the policy and maintain 
the control. It is unthinkable for 
American business to delegate the 
interpretation and presentation of 
the company, its ideas, its policies 
and the product itself to anyone 
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Write Simply, Explain Fully . . 
When you come to preparing copy 
make it informative in a_ simple 
style. Never write down, but re- 
member most of the people you 


PAN iss 


want to reach will have to be told 
many of the things you might take 
for granted in domestic advertising. 
Many of the countries we want to 
sell are industrially where we were fee oe Sit wack one ix ae 
a decade or so ago. 

Don't gloss lightly over the latest 
developments as if everyone, every- 
where, will know just what you 
mean, or be aware of all that has if you sell to us Purchasing Agents 
gone before. And certainly never 
try to be cute, or clever, or you'll in the Rich Industrial Midwest, 
almost certainly be misunderstood ; ; " ° r 
and cause embarrassment for your ~ : You re IN with M. P. A.! 
company. ~ a ey 

I doubt if there are any sure-fire aie a 10-4 


exclusively. 


formulas for overseas layout or il- ’ Dek neriec : prime market. 

lustrations any more than there are 

guaranteed styles of makeup at 

home. Clarity and ease of reading 

are the criterion. But by all means, 

make sure your illustrations are in 

keeping with the habits and appear- MPA our official organ. 

ances of the people to whom you embe: . our Midwest PA , 

are advertising. Here again your lit local level 

local representative can help you. A 
In spite of the often mentioned 

bugaboos of idioms, figures of 


exclusively. 


speech, and basic differences in for- 
: é closer | 

eign languages, translations . . ex- “ a 
cellent ones .. are not too difficult 
to obtain. Many publishers main- A few of the ‘national’ advertisers who use over 50%, 
tain qualified staffs and the foreign of the space: ' 

: : Dupont Roebling's Standard Oil 
advertising agencies do excellent U. S. Steel Tube Turns Cities Service 

| Republic Chase Brass American Box . a j Magazine 

translations or even better .. adap- | Ryerson Bridgeport Hinde & Dauch "i PR we 

. i | Pittsburgh Scovill Rob't Gair 7 Wervee ere? 
tations. Regardless of who does the |  Assec'd Spring Aisavitais Gibaen. Brak f of P.A.'s 

aabteen ~mnelats . » adantat: ; Nat'l Malleable Nat'l Screw Ohio Injector 
original translations or adaptations, Wickwire-Spencer Reliance Elect. Stason 


it is best to rely on the advice of 


Send for 
Sample 


your local foreign representative as 
far as possible. He can give invalu- 
able assistance. The local repre- 
sentative not only knows the lan- 


guage but also your products and 639 Penton Bldg. 
Cleveland 13, Ohio 
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Plis Coverage 


For Your GROWING 
Southern Markets 





1. ADVERTISING AND MARKETING 





Southern Advertising and Pub- 
lishing. Covers advertisers, sales and ad- 
vertising managers ond their advertising 
agencies. 


a 





BAKING ~ 





New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 


ern baking industry. 7 





FOOD PROCESSING 





Southern Food Processor. 


Reaches the leading processors, packing in 
cans, glass and frozen packages. aos 





4, GARMENT MANUFACTURING 





Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 





5. FERTILIZER 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





6. JEWELRY 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 


salers. b- 





PULP AND PAPER 





Southern Pulp and Paper Man- 


ufacturer. National circulation, intensive 
coverage of the South's expanding paper and 


pulp industry. ¢- 








PRINTING 
Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. va 





9. STATIONERY AND OFFICE EQUIP. 





Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERN“ST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 


144 /in lustrial Marketing 


company. By all means use him for 


field checks 


Make a Chart. . One of the most 
revealing ways for determining a 
budget and getting at the problem 
of fitting media to distribution areas 
in relation to sales or potential 
sales is to work out a simple chart. 
Perhaps the most important element 
in this procedure is to get your in- 
formation down on paper where you 
can compare and study your facts 

For that reason, I would suggest 
taking some large sheets of paper 
and across the top mark down the 
areas or countries with which you 
Along with the 


country, put down the dollar vol- 


are concerned. 


ume of business you did last year 
and expect to do the next year . 

adding if you can the sales figure 
for your industry. Then down the 
left side list all the 


countries or 


publications 


reaching those areas 
whether you are now using them or 
not. 

By projecting your actual and po- 
tential sales figures across circula- 
tion distribution figures and_ their 
costs, you will come up with some 
worth while, if not startling, infor- 
mation 

Unquestionably you will have 


some valuable data for helping de- 











termine a sound budget. There can 
be many variations of such a chart 
and hardly any end to the facts it 
will reveal. 

Of course, some of your findings 
may have to be reconsidered at 
times in the light of special condi- 
tions, dollar supplies or policy reg- 
ulations. But charting the facts cer- 
tainly will go a long way toward 
putting chaos into order. The basic 
idea of such a chart is to bring into 
focus, both for you and for manage- 
ment, all of the many and variable 
country by that 
must be considered in determining 
a sound and productive overseas 


country factors 


advertising program. 


What's in It for Me? . . Foreign 
advertising is generally more dif- 
ficult to prepare than U.S. domestic 
advertising. But it has one basic 
concept in common with all adver- 
All good advertising begins 
not products. If you 
use this as a guide rail, you can be 


tising. 
with people . . 


sure you are on the right track. If 
you know something about the peo- 
ple .. what they want to know, what 
impells them to buy . . your prod- 
ucts will take care of themselves. 
Every man, whether he be Span- 
ish, French or Chinese, is like the 


American: he wants to know what 





BUSINESS DECISIONS 
are based on 


THE ATIONAL 


editorial and market 
information 


No other single source 
gives such extensive and 
dependable information on 
the Meat Packing Industry 


97% of the Meat 
production volume is done by the readers 
of the PROVISIONER. 


Packing Industry 


EDITORIAL DOMINANCE — sixty- 
two years of service to the Meat Packing 
field qualifies us as the “one-stop” service 
the Voice of the Meat Pack- 

And, the PROVISIONER 


All subscrip- 


publication 

ing Industry. 
has an 85° renewal rate! 
tions are for ONE year only. 


A PARALLEL CYCLE — 52 


year, the industry completes a live-stock- 


times a 


to-consumer-sale cycle. 52 times a year 
the PROVISIONER brings the news to 
this industry which it must have for the 
most profitable operation. 


can be 


FOOD FIELD EQUIPMENT 
sold to this substantial market, and The 
NATIONAL PROVISIONER will do a 
better selling job for you, 


CALL OUR REPRESENTATIVE in your 


area or write for complete information 
on how best to develop this vast market 


for your product or service. 


d Athed industries Since 18! 


15 WEST HURON ST., CHICAGO 10, ILL. 
New York 17 — 18 East 41st St. 
San Francisco 5 — 625 Market St. / 
Los Angeles 5 —— 3727 W. 6th St. 


The best foreign ads, 
like the best domestic ads, are those 
that quickly answer the question, 
“What will it do for me?” 


Probably there never was a time 


will help him 


when foreign trade was more vital 
to our economy. To maintain our 
own high standard of income, we 
must do everything possible to 
maintain our high level of produc- 
tion. The accomplishment of this 
depends upon the retention of U.S 
markets abroad in the face of in- 


This 


unquestionably calls for more ef- 


creased foreign competition. 


ficient and more aggressive selling 

We must reach out abroad to the 
men in foreign business and indus- 
try .. the men who can specify and 
buy .. the people who have the need 
and the funds for the products we 
I can not think of a 
better way to do this job than 


manufacture. 


through the use of advertising. But 
it must be good advertising . . and 
there must be more of it 


Netherlands attracts industry 





receives the same treatment as the 
Dutch native. 

In addition, he can transfer profit 
dollars to the U.S., and can re- 
transfer the invested capital in his 
And he 


has complete freedom in capitaliza- 


own currency if he wishes. 


tion set-up, in company manage- 
ment and in assignment of person- 
nel. From a procedural standpoint, 
steps were taken so that “red tape” 
was effectively snipped. Rather than 
deal with a dozen varying offices, 
applicants need deal with only one 
government body, the Directorate 
General for Industrialization. 

This “climate,’ 


was aided considerably by inherent 


’ 


it must be noted, 


characteristics of the land and its 
people. Strikes are almost unknown 
in Holland, for instance. During 
1951 they caused only one _ lost 
working day out of 20,000 . 
ord low for the entire world. And 


- a rec- 


Dutch workers, industrious and co- 
operative by nature, are provided a 
high their 
country on relatively modest wages 
To this is added Holland’s con- 
ver.ient location and transportation 


standard of living in 


facilities, easing the importing of 





All Aboard 


@ 


for the 
ANNUAL MEETING 
PROGRAM ISSUE 


of the 
Coramic Bulletin 
The high point in the entire ceramic field 
is the Annual Meeting, and this year look 
like the biggest of them all More than 


000 of the 


and ceramic 


ceramic field's top executives 
engineers will be on hand 
anxious to hear “what's new" in products 
equipment and material 

And what better way to talk to thes peo 
ple just prior to the meeting than by ad 
vertising in the April issue of Ceramic 
Bulletin the official Program Issue of 
the meeting! When your advertisement 
ippe irs in this hig msuc, you ar°re actually 
receiving DOUBLE READERSHIP first 
because each reader receives his regular 
copy before the meeting and all those per 
sons attending the meeting receive a copy 
upon registering 

Make your plans NOW to be represented 
in the big Annual Program issue (The 
April Issue) and give your customers and 
prospect i “break 


Gates (lose March 25 


eramic 


ulletin 
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: 
‘ 
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CERAMIC BULLETIN 


The American Ceramic Soclety Bulletin 
2525 NORTH HIGH STREET 
COLUMBUS, OHIO 
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INDUSTRIAL ADVERTISING 
HANDBOO 


J Fourteen experts show you 
ust ow to take advantage of 


Published! 





market und eva ite re 

It Fdited by Julian 
Boone, Sales Promotion 
Mer., POWER Magazine 
343 pages, 50 illustra 
tions, $6.50 








MERCHANDISING PRIMER 


Now, an up . the — Sout 

book using ast clear _ 
reading; pictorial-primer Published! 
treatment t c the 


t i 





chasir ent | ( : 
By Bud Wilson, President 
of Twining Sales Corpora 
tion. 216 pages, illustrated 
$3.95 











| PRINTING & PROMOTION 
HANDBOOK 


Shows you how to produce, 
. aa 


buy and use print 
' r j | ct 


1 rans 1 for 
€ By D Melcher 
Bowker Co., and N 

Asst. Ed., Random 

4860 «pages, illus 
trated, $6.00 








SEE THESE BOOKS 
10 DAYS FREE 


McGraw-Hill Book Co., Inc. 
330 W. 42nd Street 
New York City 36 
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raw materials and export activities 

In the final phase explaining 
and interpreting Holland’s industrial 
position to American industry . . a 
private organization of Dutch busi- 
ness men was established with gov- 
ernment approval. Its New York 
office, the Netherlands 
Institute, is headed by Joseph P. 
Biltmore Hotel. 
This group chose a U.S. advertising 
agency, Franklin Fader Co., New- 
ark, N.J., to help reach the Amer- 


ican business man 


Industrial 


Bourdrez at the 


The Institute’s 1953 program, now 
in high gear, began with placement 
of a full-page ad in the New York 
Times export business section, and 
space advertising is continuing 
monthly in Modern Industry. These 
efforts are being reinforced by di- 
rect mail, where letters, ad reprints 
and other pertinent material are be- 
ing sent to corporation presidents 
across. the 


and board chairmen 


country. Explanatory _ literature, 
general and detailed, is being wide- 
ly distributed. 

Much of the program employs the 
case history approach, citing cem- 
panies that have opened subsidiaries 
successfully in Holland 

Monroe Calculating Co. provides 
a good example of an American 
company establishing operations in 


Holland 


The step was taken be- 


cause of Monroe's difficulty in sell- 
ing to potential customers in “soft- 
currency” areas. As these prospects 
were forced to turn to substitutes, 
Monroe saw the loss of valuable 
markets. It was to regain these 
markets and to build new ones in 
other parts of the world that the 
company decided to establish an 
overseas plant, its first in the history 
of its operation. 

The Netherlands was selected as 
the plant site partly because of its 
liberal policies and partly because 
of the ease of importing from Hol- 
land in comparison with other na- 
Operations were launched in 
1950 in the city of Amsterdam, chos- 
en for its harbor, rail and air facil- 
ities, and available potential work- 


tions. 


ers. 
At first the plant was used as an 
assembly point for parts produced 
in Monroe’s U.S. plants. But Dutch 
workers proved so adept at learning 
the operation which requires 
piecing together hundreds of tiny, 
complex parts into a precise me- 
chanical brain that an expansion 
was in order and now parts them- 
selves are being manufactured. 
Operations have proceeded at a 
profit for Monroe, while new mar- 
kets have been established in other 
parts of the world and others that 
were stagnant have been activated. 





Lindberg pushes sales abroad 


even at a loss, but at a loss which 
in the times was ab- 


sorbed partially by the government 


prosperous 
in the reduction of his income taxes 


Egotism Won't Sell . . The suc- 
cessful pursuit of foreign trade de- 
mands above all things the proper 
mental attitude. The top executive 
of a company must be sold on this 
market and I would highly recom- 
mend that the individual spend 
some time in the foreign countries 
in order to understand the market 
and the people with whom his com- 
pany will deal 

He must sell himself on the mar- 
ket and the people. He must dis- 


abuse his mind of some of the har- 


rowing impressions that many 
Americans have of other countries. 

If he thinks that only Americans 
understand the science of volume 
production he should walk through 
the great plants of Innocent: in Mi- 
lan, Fiat in Turin, the beautiful new 
Renault France, and the 
amazing drill plant of the English 
Steel Company in Sheffield. The 
European engineers have sat at the 
feet of the American production 
geniuses. They have taken our 
methods and then added many im- 


plant in 


provements of their own. 

One of the great advantages of 
foreign trade is that it keeps a com- 
pany up-to-date on foreign indus- 
tries and scientific developments in 





its own field. When complacency 
and egotism allows us to be indif- 
ferent to the achievements of foreign 
industries it will not be long before 
European developments superim- 
posed upon American production 
methods will find us in second place. 

The high regard held throughout 
the world for American production 
methods and equipment, are a great 
sales advantage to Americans who 
seek the foreign markets. The re- 
spect for American methods and the 
study of these American methods by 
foreign engineers is illustrated by 
the fact that wherever you go in 
England or on the continent you in- 
variably find American technical 
magazines on the desks of European 
engineers. The company which has 
done a good advertising and public 
relations job in American business 
publications is already known to 
European purchasers. 

In our particular case we have 
another advantage. Our pliant is 
working at absolutely maximum ca- 
pacity. Inasmuch as most of our 
equipment for Europe is built in 
Europe, no additional capacity is re- 
quired for this additional business, 
nor are we hampered by shortages 
of scarce materials. We supply de- 
signs and drawings which we have 
on the shelves and experience and 
“know how” which we have accu- 
mulated over the years. 

The salesman cannot afford the 
luxury of questioning the methods, 
the habits, or the way of life of his 
customers. Can you imagine a sales- 
man at lunch with a prospect, say- 
ing, “It really is too bad you’re do- 
ing such a bad job in your employe 
relations. Now back in Brooklyn 
where our plant is located we really 
know how to handle such things. 
Now here’s the way to do it!” 

What a good salesman actually 
does is to study up on the achieve- 
ments and the successful methods 
of his prospect’s company and 
guides the conversation around to 
such subjects. 

Of course, there are two sides to 
every subject. But a salesman can 
afford to consider only one . . his 


customer's. 


Wrong Impressions . . Let’s take 
some of the common impressions 
Americans have: 


1. European industries have been 
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given American machinery without 


charge under the Marshall Plan. 


To Sell 


THE IRON and STEEL 
PRODUCING 
INDUSTRY 


Feeach the Laying Power 


The complete buying power of the iron 
and steel industry is “packaged” for 
you in the paid circulation of the 

Iron and Steel Engineer. Men whom you 
must reach at all levels of the industry 
rely on the editorial and advertising 
pages of their own publication to keep a play a round of golf. About the 
them informed. Give them data they need ne sen third day and no sooner, you get 
on your equipment, supplies or services, THIS NEW BOOKLET: ; 
for your share of the market. “How to Sell to the 

lron and Steel Pro- 


Kuropean manufacturers have in- 
stalled a great deal of fine Ameri- 
can industrial equipment. But they 
have paid in their own currency for 
the total cost including export pack- 
ing and freight. We can’t accept 
their money, so it was paid to their 
own government, and the money 
used for relief, public reconstruc- 
tion, and other activities which 
helped to put Europe on its feet. 


2. You can't do business with Eu- 
ropean business men in the snappy 
American fashion. You visit them 
for two whole days, talk generalities, 
have lunch, go to their homes for 
dinner and to meet the family, and 


down to business. 


The above may be a little exag- 
gerated but not much. Perhaps you 
/ : get the order on the second day . . 
Deroy NNT rool ENGINEER when the buyer knows you, has 
. confidence in you. But how about 

the American system. If you're 
starting to do business with Gen- 
eral Motors for the first time, you 


ducing Industry"’ 


1010 EMPIRE BUILDING PITTSBURGH 22, PA.. 


may get a half hour with the pur- 


Advertisers get the BEST COVERAGE 
of the Industrial Heating, Forging, Steel Plant 
and Heat Treating Markets through . . . 


INDUSTRIAL HEATING 


and more manufacturers selling these markets use |. H. than any other publication! 


chasing department on your first 
call. Maybe after a few more calls 
youlli get to see some one in the 
plant. Months later . . 
you're finally a supplier. 


not days. . 


3. Europeans take three hours for 
I 


lunch. 


This custom certainly exists and 





Reach over 16,000 operating Executives, Plant 
Superintendents, Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Fuel 
Engineers, Heating Specialists and Heat-Treaters 
through |. H. Industrial heating, as a market, 
is now entering a period where industry is re- 
appraising all manufacturing operations that in- 
volve the use of heat, with a view of immediate 
and extensive replacement by modern equip- 
ment... and |. H. reaches every man con- 
cerned with industrial heating operations . . 
100% coverage, regardless of classification. 


1. H. Produces Results . . . Because !. H. is the 
only publication editorially specializing in all 
the industrial heating processes and equipment 
needed in the manufacture, finishing, processing 
and heat treatment of metals, advertisers have 
found that even when the cost of single units 
is relatively high, |. H. can and does move prod- 
ucts economically in these classifications. 


On the right is a partial list of the products /. H. 
has successfully sold. Write today for specific 
recommendations on how to sell your products 
most effectively through /. H. 


INDUSTRIAL HEATING © 1400 Union Trust Bldg., Pittsburgh 19, Pa. 
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If you make these products 
sell them through 


INDUSTRIAL HEATING 


Industrial Furnaces of all kinds Heat 
Treating Furnaces Forging Furnaces 
Melting Furnaces Draw Furnaces 
Billet Heating Furnaces Nornalizing 
Furnaces Galvanizing Furnaces 
Soaking Pits Annealing Furnaces 
Open Hearth Furnaces and Accessories 
Recuperators Ivanizing Kettles 
Rod Bakers . Dryers . Industrial Ovens 
Air Heaters . Dust Collectors . Ventilating 
Equipment Spray Booths Kilns 
Induction Heating . Burners . Pyrometers 
Valves . Industrial Thermometers 
Gauges and Meters Cc 
Thermocouples Heat Exchanc 
Heat- and Corrosion Resistant Alloys 
Retorts Handling Devices Conveyors 
Blast Gates Retractories Insulation 
Insulating Refractories Fans 
Exhousters Blowers Boosters 
Carburizing Boxes Melting Pots 
Salt Baths Immersion Heaters 
Quenching Mochines Quenching 
Compounds . Heat Treating Compounds 
Fuels Fuel Pumps Strainers 


[CCA 





is creeping into the habits of the 
American business man as well, but 
in Europe they generally work until 
seven or eight o’clock in the eve- 
ning, and usually all day Saturday. 
(This is not as prevalent in England 
as on the Continent.) 


Judge Not. . There are things to 
say on the other side of these sub- 
jects, but I don’t want to know them. 
I know that Europe has its radical 
politicians who damn America and 
everything American. I know that 
this is generally for consumption in 
their own countries and I expect 
my foreign friends to understand 
our own mavericks, and not to judge 
us by their rantings. I also know 
that newspaper reporters (American 
as well as foreign) are more con- 





cerned with a startling story than 
with cementing the friendship of 
their allies. 

And speaking of allies I know 
that a well coached and well fi- 
nanced team is constantly on the 
job spreading dissension among us 
allies. Well, I’m on the other team, 
and I expect my allies to be on it, 
too. 

I believe that being allies doesn’t 
require us to have the same point 
of view on every world problem. I 
believe it means that we should be 
tolerant and broadminded enough 
to recognize our differences and live 
with them. 

When we discuss the race prob- 
lems in the United States I expect 
them to realize that this is a serious 
deep-rooted problem, for which our 
best minds are groping for a solu- 
tion .. that any snap judgment on 
their part would not be helpful. In 
turn I recognize that many complex 
and century old problems that my 
foreign friends have and know so 
much better than I do . . and I have 
the intelligence to assume that great 


efforts are being made to solve them 

that my advice based on a very 
superficial knowledge of all the 
ramifications would be presump- 
tuous, 

I don’t believe that I need to be 
an apologist for anything this coun- 
try is or stands for, and I have 
never met an intelligent foreigne: 
who expected me to be. 

Perhaps the above sounds like 
I'm prejudiced. Well I try to be; 
just as I am prejudiced about the 
qualities of my good American cus- 
tomers. Let the statesmen, tourists, 
the news reporters take an open 
minded view of our foreign friends 

Economists and foreign trade ex- 
perts explain how a healthy bal- 
anced export and import trade will 
help assure stability for American 
industry, strengthen our allies, re- 
store their confidence and smooth 
out many of the problems of the 
world. I haven't any doubt but that 
they are right. But it can be ac- 
complished only with exactly the 
same aggressive selling which we 
devote to our American trade 





From Washington 


ntinued from page Zo 


asked the majority leader, Sen. 
Robert Taft (R., O.). 


Protect, Not Punish . . This may 
be a businessman’s administration, 
but according to Federal Trade 
Commissioner Lowell Mason, that 
doesn’t mean that business will get 
away with law violations. 

“Those who look upon this busi- 
nessman’s administration as a holi- 
day for monopoly fail to appreciate 
that one practical industrialist fresh 
from marts of trade may be equal 
to ten young theorists fresh from 
college,’ Mason says. 

Mason is hopeful that the new ad- 
ministration will insist on a shift in 
FTC's attitude toward its mission. 
He’s for peaceful settlement of dis- 
putes, whenever business and the 
Commission can sit down and agree 
on remedies which avoid litigation. 

“Congress and the courts re- 
peatedly tell us the Commission’s 
function is protection of the public 
interest, not punishment of respond- 
ents; therefore, our choice of cor- 
rection should rest on the calculated 


effectiveness as well as timeliness of 
treatment. At present our refusal 
to settle questions under the anti- 
trust laws except by litigation acts 
enlightening 


as a vicious bar to 


thousands of businessmen.” 


Prices .. Up or Down? . . With 
the lifting of price control, the new 
administration is gambling on co- 
operation from business leaders 
Prices of copper and other scarce 
metals will inevitably 


President 


move up- 
wards. Eisenhower has 
said he will be a very disappointed 
man, however, if these increases 
snowball to the point where he has 
to ask Congress to restore controls 

Now that production has caught 
up with the most urgent demands, 
there seems to be good reason to be- 
lieve that price increases will re- 
reason. The _ biggest 
risk is from abroad. Admittedly, 
the Administration is embarking on 
a foreign policy which involves new 
dangers. 


main within 


Even if we continue to 
avoid a general war, policies of this 
kind could be inflationary 


GLOBAL 
COVERAGE 


.. Of Export 
Markets 


Buying in the world’s mar- 
kets today is at two levels — 
technical officials with “rec- 
ommending” influence, and 
top management with the final 


“yes” or “no” where dollars 


are to be spent. 
You've got to sell both! 


Top management abroad — 
30,000 executives of 60 coun- 
tries — reads McGraw-Hill 
Digest as its information 
source on world business 
progress and industrial devel- 


opment. 


Make your advertising dollars 
work harder . . . bring bigger 
returns . . . by directing your 
message to the 30,000 key 
prospects who specify .. . and 


buy! 


Mc GRAW-HILL. 


DIGEST 


OTERUATIOUAL MABAZION OF BUSINESS CROLUEL RING AND NOUSLEY 





more readers? 





Picture-Captions vs. List 


® THESE TWO Abs in Machine De- 
sign both used design problems and 
solutions as an approach to selling 
the product: nuts. 

Allen Mfg. Co., Hartford, Conn., 
used the technique of listing nine 
design problems and solutions in 
numbered sequence. B. F. Good- 
rich Co., Akron, O., tried a picture- 
caption sequence . . with a_ brief 
chunk of copy to round out the 
story. Which ad attracted more 
readers? See page 156. 
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Trends: home building 





ever before. Precut packages of 
materials for garages, porches, room 
remodeling, etc., is year’s hottest re- 
tail promotion idea. 

Rural dealers will face a farm 
building decline and will welcome 
sales aids for this market. 

Mortgage money will be harder 
to get at current FHA and VA rates, 
though these may be altered later 
in the vear. Greater acceptance of 
“open end” principle . . which al- 
lows homeowner to pay for major 
remodeling by extending his orig- 
inal mortgage . . will make modern- 
ization jobs easier to sell. . . WESLEY 
W. WISE, managing editor, Building 
Supply News, Chicago. 


Home prices won't come down 
but values will go up 


Merchant house builders may look 
back on 1953 as the year of the great 
change. For more builders than 
ever before are switching from con- 
ventional houses to more up to date 
styles. 

Back of the change is a need to 
sell houses faster. As a_buyer’s 
market develops, builders realize 
the way to fast sales is to get an 
architect and offer a better house. 
Prices are not going down but 
values are going up. 

Specific trends are to better floor 
plans and to larger houses . . away 
from the two bedroom house to 
those with three or even four bed- 
rooms. Living rooms are larger, 
better planned, and there is often an 
extra half bath or a full second bath. 
The open plan, with kitchen and 
dining space part of the living area, 
makes a house seem larger. High 
plank and beam ceilings and large 
windows also add to the apparent 
size. Large window walls mark the 
new style. Lower pitch roofs with 
overhangs make the house seem 
larger from the street and give it a 
better appearance. Storage walls 
are another great improvement. 

To give more value at the same 
price builders have never worked so 
hard to reduce construction costs by 
using pre-cut lumber, tilt up fram- 
ing, and truss roofs. Less wastage 


There’s a 
big difference 
between a 
mechanical man 
and the 
Mechanical 
Engineer. 


Some advertisers think of markets in terms of robots—not 
flesh-and-blood men—just figures. 


What's back of a statistic? A body, a brain, education, ex- 
perience, judgment, the confidence of associates, authority 
to select, specify and buy—all of these may be behind a 
circulation figure. 


Weigh what is in the mind of a reader and you will know 
whether he is receptive, indifferent or resistant. If his pro- 
fession is engineering you may be sure that he reads with 
high receptivity advertising claims that are technically sound. 
When the reader is also co-publisher he is looking at his 
own offspring and you can depend upon it... be is no robot. 


Mechanical Engineering has 35,000 mechanical engineer 
subscribers, 7/8ths of whom are co-publishers. And to prove 
their interest, the other eighth pays double for not belonging 
to ASME—$7.00 instead of $3.50. 


Mechanical Engineering offers by far the largest audience 
of engineers engaged in the mechanical industries. In industry 
after industry ME reaches more engineers than any other 
publication. And there isn’t a single meaningless statistic 
among them. Ask your ME representative to show you the 
printed roster of ASME membership in which every member- 
reader is identified by firm and title. 


MECHANICAL 
ENGINEERING 


A publication of 
THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th Street, New York 18, N. Y. 
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The Men Who Move the Goods 
are 524-a-year Subscribers 


to TRAFFIC WORLD 


eo For 18 years I have looked each week to 
Traffic World and today it is more indispensable 
to me and my department than ever. Its up-to-the- 
minute reporting makes it possible to keep abreast 


of trends in transportation by me and eight others 


on my staff who read each copy. 


We consider Traffic World our “Traffic Bible’ and 


H. E. Bingham 


Director of Traffic, 
Spencer Chemical Co. 
Past-President, 
Konsas City Traffic Club 


there is nothing else like it from the standpoint of 


service and use. 99 


Mr. Harold Bingham, one of the transportation leaders 
of the country, is another typical reader of Traffic 
World. He is not only a key man in his industry but 
also a key man in his company. 


- 

He is part of a greatly expanding chemica! industry 
and his company relies heavily on him not only trans- 
portation-wise but also in shaping its future marketing 
and sales policies. His work has to do with the distri- 
bution of dry ice into the Southwest, distribution of 
fertilizer and fertilizer materials in the Midwest, South 
and Southwest and the distribution of heavy industrial 
chemicals throughout the entire United States. 


It is men like Mr. Bingham that you cultivate effec- 
tively and economically through the advertising pages 
of the forty-six year old Trafic World. It's a $24 a 
year publication; subscription renewal 90°% ; circula- 
tion is ABC. 


There is no obligation to our sending you complete 
details on Traffic World's market. Write us today. 


TRAFFIC WORLD 


Published Weekly Since 1907 
22 West Madison St., Chicago 2, Ill. 


821 Market St. 
San Francisco 3, Calif 


253 Broadway 
New York 7, N.Y. 


Get Your Free Copies 


, Freight 
Sex Vice 





Based on shipper and carrier field 
interviews, the most popular series 
on freight selling ever published. 
3 booklets contain first 22 articles 
reprinted from Traffic World and 
additional installments currently 
running. Each booklet distributed 
to over 50,000 on request. Adver- 
tising and sales executives find data 
in booklets helpful. Get your free 
copies of first three and ask to be 
put on list for future booklets 
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of materials, and designing so that 
walls, sub flooring and roof sheath- 
ing use full size sheets of materials, 
have also reduced costs. 

Proof of the new trend has been 
the favorable reaction to the “Trade 
Secrets” house published in Life 
and House & Home in January. It 
was designed by the National As- 
sociation of Home Builders and built 
in a score of cities. In even con- 
servative cities like Memphis and 
Flint, Mich., this contemporary 
house has been so popular that 
builders are revamping their entire 
concept of design and construction. 
Its great success proves that families 
who want up to date automobiles 
also want new ideas in their house. 

We have found very few builders 
using shell house idea, because very 
difficult to get financing. Mortgage 
bankers would rather invest in com- 
CARL NOR- 


House & 


pletely finished houses . . 
cross, building 
Home, New York. 


editor, 





ee ee 


—— 














Doubling Up. . Usin 


push another, this 








a 




















301/Circle on Readers’ Service Card 
Study aids catalog publishers 


For publishers and distributors of cata- 
logs to lumber and building products re- 
tailers, “American Lumberman & Building 
Products Merchandiser’ has prepared a re- 
search report based on “American Lum- 
berman’s"” annual dealer products file. 
Questions studied . how dealers use 
the file in buying, selling, how much 
dealers depend on the file as a reference 
source and what manufacturer's informa- 


tion dealers want. 
302/Circle on Readers’ Service Card 


Booklet describes railway market 

“1953 Railway Market and Media” is 
a 48-page booklet summarizing trends in 
branches of the railway market with fig- 
ures on railway buying. The data, based 
on the NIAA outline, include a ‘Who's 
Who” analysis of subscribers, description 
of editorial service and services to ad- 
vertisers, and mechanical data and rates 
for four Simmens-Boardman publications, 
“Railway Age,” “Railway Mechanical & 
Electrical Engineer,” “Railway Engineer- 
ing,” and “Railway Signaling and Com- 
munications.” 


303/Circle on Readers’ Service Card 


Ad contest winners described 
Briefs of 10 successful industrial adver- 
tising campaigns make up the 46-page 
brochure, "The 1952 Putman Awards,” 
being offered by Putman Publishing Co., 
Chicago. Easy to read, the “briefs” fol- 
low a topical pattern . . the company’s 
the job assigned to ad- 
results. 


sales problem . . 


vertising . . what was done. . 


304/Circle on Readers’ Service Card 
Huge paper market growing 


Records of the papermaking industry 
since 1884 and a complete up-to-the-minute 
description of this vast market are in- 
cluded in a 12-page brochure by ‘Paper 
& Paper Products,’ New York. Some 
facts . . per capita consumption of all 
kinds of paper in the U. S. in 1951 was 
415 pounds. . the pulp and paper industry 
represents a $5 billion capital investment. 
305/Circle on Readers’ Service Card 
“Cook Book” aids ad writing 

Ad headlines, illustrations, color, copy 
and size are effectively analyzed in 
“Readership Cook Bock,” 8-page _illus- 
trated booklet offered by McGraw-Hill’s 
“Chemical Engineering,” New York. Writ- 
ten primarily for chemical process market- 
ers, the principles in the booklet are ap- 
plicable to almost every field of industrial 
advertising. Ingredients . . careful analy- 
sis, colorful makeup, valuable suggestions. 
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306/Circle on Readers’ Service Card 
Adman’s contest described 


The Industrial Press Advertising Award, 
established under National Industrial Ad- 
vertisers Association sponsorship in 1951, 
consists of $1,000 given by Industrial 


- Press, New York, to the advertising man 


who, in judges’ opinion, has made the 
best documented presentation to his man- 
agement for a specific advertising pro- 
gram and shows how the proposed pro- 
gram will fill the need. Complete de- 
tails in The Industrial Press booklet, ‘Rules 
& Suggestions for Entering the 1953 Com 
petition.” 

307/Circle on Readers’ Service Card 


Wise handling aids lumber sales 

In two sections, “How to Sell and 
Handle Lumber for More Profit” is a 56- 
page booklet filled with practical mer- 
chandising information. Headings under 
selling more lumber include treating, dis- 
play, packaging, promotion. Lumber han 
dling includes unloading, sorting and grad- 
ing, yard lay-out. Profusely illustrated, 
booklet is offered by “Building Supply 
News,” Chicago. 
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308/Circle on Readers’ Service Card 
Cold type printing explained 
Practical information on cold type com- 
position is contained in ‘Typographic Plan- 
ning for Typewriter Composition,” ofiered 
by International Business Machines, New 
York. Page-edge scales illustrate the rela- 
tion between inches and the point and 
the pica. Line spacing and leading, rach- 
et charts, instruction for determining type 
sizes, a glossary of typographic terms and 
a brief history of type families complete 
the book. Reproduced by photo offset, the 
booklet itself is an example of results that 
may be obtained by cold type composition. 
309/Circle on Readers’ Service Card 


Ad checking services described 
Reducing mat wastage, obtaining deal- 
ers, magazine advertising checking, tear 
sheets all and more are available 
through the Advertising Checking Bureau, 
whose services are described in “News- 
paper Research Service.” Reports on 
dealer or national advertising on any 
designated item are available, as well cas 
facts on competitive advertising and tear 
sheets of cooperative ads. The booklet 






* Please print or type information below 





NAME 





TITLE 





COMPANY 














PRODUCTS SOLD. 





309 310 «311 312 


ADDRESS 





313 314 315 316 


Postage 
Will Be Paid 








CiTy & ZONE 


*Note inquiries for items listed 
not serviced beyond June 15, 1953 


No 
Postage Stamp 


Necessary 


If Mailed in the 
United States 





BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 4.9 P. L. & R. Chicago, III. 





Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Ml. 
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also contains a directory of daily and 
Sunday newspapers published in the U. S. 
and a breakdown giving the number and 
dollar volume of all kinds of retail stores 
by geographic divisions and by states. 


310/Circle on Readers’ Service Card 
Machine cuts mailing waste 


A machine that addresses mailing 
pieces and imprints dealers’ identifications 
on the reverse side in one fast operation 
is the new Addressograph-Multigraph, 
product of Addressograph-Multigraph 
Corp., Cleveland. Other advantages . . 
centralized operation eliminates the prob- 
lem of meeting varying local postal inter- 
pretations, close control of address lists 
is assured because of central location, 
overages and shortages are eliminated. 


311/Circle on Readers’ Service Card 
“Heating & Ventilating” described 


A complete description of the editorial 
content . . what it covers, who reads it, 
who writes it, what it consists of . . is the 
subject of a new booklet, “The Editorial 
Content of Heating & Ventilating,” by the 
Industrial Press, New York. The magazine 





* Send for these helpful selling tools 





Zz. 









a 


covers these phases of building . . heating, 
ventilating, air conditioning, plumbing, 
piping, industrial refrigeration, air sanita- 
tion . . and is read by the engineers who 
design and install the systems in factories, 
hospitals, hotels, office buildings and 
schools. The booklet emphasizes that 
“Heating & Ventilating” is a _ technical 
rather than a trade publication. 


312/Circle on Readers’ Service Card 


Stone, sand . . big business 

Market and media data on the $3 billion 
composite pit and quarry industries is 
available through “Pit and Quarry and As- 
sociated Industries,” 14-page booklet of- 
fered by Pit & Quarry, Chicago. The book- 
let provides a breakdown of Portland ce- 
ment, crushed stone and agstone, sand 
and gravel and industrial sands, lime, and 
gypsum and gypsum products into four 
categories each . . number of active plants, 
annual production (short tons), production 
value, and value of equipment and sup- 
plies purchased annually. Also listed are 
other major products of the pit and quarry 
industries and equipment used in the in- 
dustry. 


No 
Postage Stamp 
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If Mailed in the 
United States 











BUSINESS REPLY CARD 
First Class Permit No. 85, Sec. 34.9 P. L. & RB. Chicago, Ill. 
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313/Circle on Readers’ Service Card 


Decals “brand” your product 

“Decal-Ways to Sales” lists industries 
and products that find decals important 
sales aids on rolling stock and trucks as 
well as at pointof-sales. A booklet by 
Palm, Fechteler & Co., New York, describes 
different types of decals designed for spe- 
cific jobs like the syntran, used on trucks, 
planes, ships, buses . . rolling stock of all 
kinds. Information on costs, wear, repro- 
duction and color is included in the 16- 
page booklet. 


314/Circle on Readers’ Service Card 
Photo services described 


For production managers, art directors, 
advertising and sales promotion managers, 
a booklet by Arrow Photo Copy Co., Chi- 
cago, presents a summary of photo copy 
services. The booklet describes services 
like giant prints, mural planning and in- 
stallation, photo montages, screened prints, 
photostat tonings, curved type and per- 
spectives, color separations and correc- 
tions, giant displays. The booklet is plas- 
tic bound and includes 44 pages. 






315/Circle on Readers’ Seryice Card 


This is the foundry industry 

A market and media data file on the 
foundry industry of 5,867 producing units 
lists comparison of foundry with other 
leading industries by dollar volume, 1951 
foundry production, and materials han- 
dling, foundry sand processing, mold and 
core making, furnace and oven, cleaning 
and finishing, dust control, instruments 
and testing and other major foundry equip- 
ment. A description of raw materials and 
foundry supplies and a flow chart of a 
typical foundry operation conclude the 24- 
page booklet offered by the Penton Pub- 
lishing Co., Cleveland. 


316/Circle on Readers’ Service Card 


How to sell the foundry market 

A companion booklet to "This is the 
Foundry Market,” this booklet, designed 
for advertising managers, directors of sales 
and advertising agencies, has been pre- 
pared to assist those who sell to foundries 
to do so more effectively. Contents in- 
clude an analysis of foundry market areas, 
analysis of foundry capacity by states and 
provinces, list of foundry supply houses 
and agents, information on Penton’s Found- 
ry List and Directory of all foundries in 
the U. S. and Canada, and an outline map 
of foundry market areas for analysis of 
individual foundry sales potentials. Offered 
by Penton Publishing Co., Cleveland. 





cards 
page 





Can a peep show sell? 





card machines back in Cleveland, 
Viking had them put in repair, 
painted with attractive colors and 
appropriate signs, and made a series 
of 15 pictures, again using cheese- 
cake, for each machine. 


Each of the company’s six prod- 
ucts was demonstrated in one of the 
drop card machines . . the window 
exhaust fan, a blower assembly for 
a furnace, window air conditioner, 
humidifier, attic fan, and a blower 
filter unit for a gravity furnace. 


The machines were installed in 
the company’s exhibit at the two 
shows and salesmen were fitted out 
in striped blazers and canes, giving 
a carnival effect that was immedi- 
ately attention-getting. 


Results were gratifying. Approxi- 
mately 700 inquiries about Viking 
products were received each day at 
the National Association of Home 
Builders show, and an estimated 
1,200 to 1,500 viewers stopped to 
look at the drop card machines each 
day at the Air Conditioning and 
Ventilating Exposition. 


To make the carnival effect more 
authentic, Viking had pennies on 
hand for viewers to drop into the 
machine before it would work. 
(Incidentally, the company 
. as much as 35 cents one 


made 


money 
day .. because viewers automati- 
cally reached into their pockets and 


dropped in their own pennies!) 


The company believes it made 
enough contacts through the drop 
card machines at the two shows to 
build its entire distribution program 
around them. Distributor interest 
has been manifested by requests to 
borrow the machines for distributor 
“open house” functions. 


As for the use of cheesecake, Mr 
Gould says, “We have found it a 
surprisingly powerful medium. No 
one seems to have been offended. 
We made a close tie-in with the 
product. In no picture were the 
models just decorative, but in each 
picture the models were actively in- 
stalling or demonstrating in some 
other way the actual product.” 


Of course, this is an exaggerated 
picture. Your Meyercord Decal 
Nameplates have very little appar- 
ent thickness. For all practical pur- 
poses Meyercord Decals are a part 
of the surface or finish to which 


they are applied! 


What the eye does NOT see is 
the miracle of graphic arts engi- 
neering that is a part of every 
Meyercord Decal Nameplate. As 
the illustration-diagram indicates, 
the Meyercord Decal starts with a 
specially engineered adhesive and 
stacks color upon color, topping it 
all with a tough protective coating. 


The Meyercord Decal Name- 
plate you apply to your product is 
the result of vast experience and 
never-ending engineering im- 
provement. Just “any” decal won't 


do the job. Today's multiplicity of 


commercial surfaces and finishes 
demand exhaustive pre-testing to 
make very sure your Meyercord 


ADVERTISE, 
IDENTIFY, DECORATE 


there’s more toa 


‘MEYERCORD 
Namarliie DECAL 


than meets the eye... 


Decal Nameplate lasts the full life 
of the product. 

Our sales engineers and labora- 
tory engineers will be glad to dis- 
cuss your Decal Nameplate prob- 
lems... without obligation to you, 
and will explain how Meyercord 
Decals will cut production costs 
when used as nameplates, trade- 
marks, instructions, markers, wir- 
ing diagrams, safety warnings and 
other important applications. 
Write for full information about 
complete technical and designing 
services. 

Write for the big Meyercord 


““Mark-it’”’ Decal Name- 
Plate Manual . . . FREE 


Shows hundreds of uses for durable, 


Specify Meyercord 
Decals to 


“Bendix? 


washable decal 
nameplates. The 
**Mark It” manual 
is FREE... re- 


quest it on your 


identify 


caunon 


business letter- 


head, please. 


THE MEYERCORD CoO. 


manana estan UWeldi largest. Lhcabeomania Manufacturers 


DEPT. C-308, 5323 WEST LAKE STREET - CHICAGO 44, ILLINOIS 


ARE YOU BUILDING A 


BUSINESS PAPER SCHEDULE? 
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ery Capex 
fefed exhibit 
is custom built 


No selling delay 
You try ona 
basic design for 


size 


we submit a 
color sketch 
incorporating 
your ideas 


over 100 
patterns for 
functional 
elements 


eliminates 
costly 
engineering 
and speeds 
production 





highest 
quality 
color finish 
easy to 
clean 


all lettering 
and art work 
the very 
finest 


often only two 
weeks between 
inquiry and 
delivery 


Your letterhead is your cost for port 
folios and PREFAB photographs 


Capex 





exhibits 


615 South Boulevard, Evanston, illinois 
1775 Broadway, New York, New York 


SALES OFFICES IN 27 CITIES 
184 /1 


industrial 








August 


10-12... Annua 


September 


20-25.. American ! 


21-25.. National Instrument Exhil 


29-2 .. National Electrical Industries 


October 


§-9..8th Annual National Hard 
j y 
1 


raidgdce iINEW I i . 
8-9..Gray !ron Founders S 
N, ‘ 


I ATK} AUCGI sitll 
14-24.. Textile Machir & A 

are mr J 

Manchester, England 


26-29... National Shoe 


November 


8-11..8th Annua 
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don’t you want to reach the 
top level of the PLUMBING 
and HEATING MARKET? 


It’s good business for you to look for 
business among the 22,210 TOP HATTER 
contractor readers of PLUMBING & 
HEATING BUSINESS. They get the cream of 
the commercial, industrial, institutional 
and residential plumbing and heating work. 


8% of them have stores (against 23.1% 
of other industry contractors). 
of them are newspaper advertisers 
against only 9% of other 
contractors). 

77.9% of them are rated at $2,000 or more 
against only 13.4% of other 
industry contractors. 

Ask for further evidence of PHB’s selling power 

in this active, growing field. 





PLUMBING & HEATING BUSINESS 


Grand Central Terminal * New York 17, New York 











WANT TO KNOW 
WHAT SERVICES 
ARE OFFERED 

BY LEADING 
BUSINESS 
PUBLICATIONS ? 








Bind and know the 


Scout & Coach Which ad aici 


the answer 


To YOUR attracted he ener 
Particular Trade more readers? ee 


Each trade which buys your 
product maintains a central staff 
of- professional advisers — the 
editors of the magazines 

of that particular craft. more readers much smaller, lighter type was 

Both ads earned exceptionally overshadowed . . although it was 


high readership. Allen’s nine design a good head in content. 


® tHE Goodrich ad with the pic- with the real headline: ‘“Allenut.” 
ture-caption sequence attracted The remainder of the head in very 


This staff spends its life 
seeking, sorting and interpreting ' = 
eae meng ———- should ren a at wp inna fia 2. Picture-caption sequence. This 
now. It does it coolly a word or two or a phrase, serving 
; Ay i very strong technique used _ by 
factua'ly and without bias. as numbered headings on specific, Pale 5 ; : 
/ Goodrich undoubtedly affected the 


‘at . ; convincing solutions through use of 
Che editor is both scout and coach 
Allenut. 


to the trade you sell. 
He influences more buying 
than a dozen salesmen. 


high scores. Pictures and captions 
were closely related, captions were 
simple, terse. A single design prob- 
lem .. rather than nine problems . . 
was tackled thoroughly and more 
extensively than any of the nine 
problems presented by Allen. This 
may have centered attention more 
sharply, with consequent greater 
ease and speed of comprehension. 
It may partly be the old story of 
gaining advantage by not trying to 
cover too many features or too many 


But Goodrich attracted substan- 
tially more readers. Possible rea- 
P sons: 

If ate don’t spend a healthy 1. The headlines. Typographical- 
share of your energy keeping the ‘ ee 

he . oF ; ; ly Goodrich’s was not particularly 

business and industrial editor 

posted on what you have 

to offer to help your trade, 

you're neglecting a large 

and eager audience. lustration, with no space to spare. 

But the phrase “new way” and what 


handsome or even especially easy 
to read . . and it may have suffered 
a little by its position above the il- 


And the strategy is really simple. : 
, ? was probably an important design 


All you do is find out problem “way to fasten leveling 
what the editor wants to find out, feet . . cut costs” had plenty of at- 
and then deliver it to him. tracting power. Allen was aiming The scores, as reported by Daniel 

P The omy on called at strong brand name impression Starch & Staff, New York: 

technical publicity. That's all 

we do for 21 clients — work with 
the editor who scouts for the 
trade. 


sales arguments in one ad. 


Open Closed 


e 
Help H Seen Read 
e p im — een ea 


Seen- Noted Assoc. Most 
Most 





The editor wants more than new a Noted Assoc. 
product announcements. How to seine 
choose, how to use, and how to 
maintain are all wide-interest 
subjects. If you do your publicity 
as a program, rather than an 
occasional project, you'll be 
surprised how newsworthy 

you and your product can be. 


Harry W. Smith ot thy anced the of wih te Coat Rao 
Incorporated wigsecoecnar a 














npile 


‘S) Seen-Associated de: 


eaders wn 


Technical Publicity and Cditorial Relations 
NEW YORK 

507 Fifth Avenue 

CHICAGO 

Palmolive Bldg. (Rm. 1716) 


1té 


@ Read Most 
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TEXTILE MILLS 
DOMINATE 


INDUSTRIAL 


MARKETS 
IN LATIN AMERICA 


—_ 


ie 
Ce . 

oak or 
RASS aa 


interior of a Chilean cotton mill, typical 


of progressive Latin factories. 


From Mexico to Argentina, more 
than 3000 mills are busy turning 
out the textile requirements for 
one hundred and fifty million 
people. In many classes of mer- 
chandise they produce less than 
half the local demand. Conse- 
quently, the pressure for expan- 
sion is great. 

Yet, even to-day, and discounting 
the growth to come, the textile 
industries of Latin-America pro- 
vide by far the largest single 
field for sales of industrial 
equipment. They buy special- 
ized textile machinery, of course. 
In addition to that they buy 
equipment for materials han- 
dling, air and water condition- 
ing, pumps, motors, compres- 
sors and a broad spectrum of in- 
dustrial goods. 

Almost without exception, these 
mills consult TEXTILES PAN- 
AMERICANOS for North Amer- 
ican sources of supply. It “talks 
their language”, gives you a 
quick and impressive introdue- 
tion to the most 
important buy- 
ers in the field. 
Full information 
and rates on re- 


Te 


a 


20,542 pages 
of export ads 

| hit 52 record of 
$11,824,000 


Export Space, 1940 to 1952 








Pages 
3,600 
4,579 
5,455 
8.282 

11,976 

18,141 

19,723 

21,512 

19,935 

19,205 

19,578 

19,629 

20,542 


Year 
1940 
1841 
1942 
1943 
1944 
1945 
1946 
1947 
1948 
1949 
1950 
1951 
1952 


351 
402 
405 
383 


709 
845 
970 
900 
914 
945 
866 
968 


® EXPORT ADVERTISING volume 
creased 30°) in 1952 


total of $11,824,000. 


for a 


A total of 968 advertising agencies 
placed 20,542 pages of advertising in 
Forty of 
those agencies placed 100 or more 


U. S. export publications. 


pages. 


For the third consecutive year, J. 


Walter Thompson Co., New York, 


leads the field. 


of advertising compared with 12 
pages placed by Irwin Vladimir & 


Co. 


Agencies 


In- 


record 


It placed 1,565 pages 


| 
| 
| 
| 
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HOSPITALS 
DOMINATE 


INSTITUTIONAL 


MARKETS 
IN LATIN AMERICA 


in the 
meals 


Uruguayan 
every day 


hospital 
2000 


This general 
capital serves 


Almost 4000 hospitals provide 
the largest market to be found 
in Latin-America for 


COMMERCIAL 
LAUNDRY EQUIPMENT 


That is why the Big 3 of the U.S. 
laundry machinery field are reg- 
ular advertisers in’ the Inter- 
American Hospital Journal, kl 
HOSPITAL. Hospitals are also 
very large buyers of kitchen 
equipment, office equipment and 
all the supplies required by these 
“hotels for sick people”. 

El Hospital is published monthly 
in Spanish and is delivered to 
3636 hospitals and clinics in 19 
countries. An additional 182 
copies provide saturation cover- 
age of the Ministries of Public 
Health where dollar funds are 
provided for necessary imports. 
No other medium of communica- 
tion gives such fast, direct and 
economical contact’ with Latin 
American buyers of hospital 
equipment and institutional sup- 
plies. Why not get the full story 
and advertising rates. Write: 


These figures compiled by Export 
Trade & Shipper, New York, are 
presented in that publication’s 13th 


quest. 


HOSPITAL 


THE INTER-AMERICAN 
HOSPITAL JOURNAL 


AniUinectatt 
PUBLISHING CO., Inc. 


570 7th Ave., NEW YORK 18 
LAckawanna .4-5563 


annual survey, based on data fur- 
nished by 46 publications circulating 
primarily in foreign countries 
Estimates of dollar volume have 
been a feature of these surveys since 
1949, when the figure was placed at 
approximately $6,000,000. It rose to 
7,000,000 in 1950 and to $9,000,000 
in 1951. The 30°, jump in 1952 sets 


AnhiUNnecatt 
PUBLISHING CO.., Inc. 


570 7th Ave., NEW YORK 18 
LAckawanna 4-5563 





SHORT ON PULL ? 


Are you getting maximum results from your industrial advertising dollars? If you 
want to see tangible, measurable results INDUSTRIAL MAINTENANCE will produce 
quantity, quality inquiries from its more than 75,000 plant operating readers. 


Covering over 48,000 plants in 23 industries at shirt-sleeve level, 


INDUSTRIAL 


MAINTENANCE delivers the plant men who are ready and able to buy. These 
men are responsible for the function and upkeep of machinery, equipment and 


plant in America’s top-rated companies! 


If you're not covering this multi-million market with your 1953 budget, investigate 


INDUSTRIAL MAINTENANCE today! 


cet resutts! INDUSTRIAL MAINTENANCE 


thy Wage 


900 | Pacitie Nor 


Bh pysineas leaders 
... toad the 


DAILY —_ 
COMMERGE 


blished at 
ay portend 


Sell Pacific Northwest 
Business Men Through 
The Portland, Oregon 
Daily Journal of 
Commerce 


Write or sample copy and rate card 


Daily Journal of Commérce 
71) SOUTHWEST 14TH AVE. 
PORTLAND 7, OREGON 

WORKING TOOL OF PACIFIC NORTHWEST BUSINESS 


Philadelphia 4, Pa. 


| oe — — — 


LEARN HOW 
YOU CAN GET 


MORE SALES 


FROM YOUR 


EXHIBITS 


CLIP THIS AD TO YOUR 
| LETTERHEAD AND MAIL TO 
96-26 43rd Ave.Corona 68, 
[ N.Y.  Winois 7-2002 
1M-3-53 


| ww) euegners and Butlders of 
ww) plays and Exhibils 


Send me: 
(J ILLUSTRATED ‘‘Handbook of Sell- 
ing in Three Dimensions.”” 20 pages 
crammed with helpful informatien 
for your next trade show, conven- 

tion, sales meeting, etc. 


FULL DETAILS of how Ivel has 
helped other firms solve exhibit prob- 
lems . . . and of how Ivel can help 
your firm get better exhibits. 


ILLUSTRATED STORY of amazing 
IVELPAK, the pre-fabricated, easy- 
to-use exhibit which you can buy or 
rent at an important saving. 


oS eee nt ete ne 
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ee 


high for a single year’s ex- 
in U.S 


number of 


a new 
penditure 
Total 


exceeded all 


export papers 
last 
records with 


pages year 
previous 
the sole exception of 1947, when the 
total was 21, 512 pages placed by 970 
agencies 


Just 
agencies, 


968 
pages of ad- 


half, or 485 of the 
placed four 


over 


vertising or less in 


The 


wards of four 


export papers. 


other 483 agencies placed up- 
pages, many record- 
Of these, 40 placed 


advertising 


ing new highs. 
100 pages or more of 


during 1952. These were: 


1952 1951 
J. Walter Thompson Co. 65 1278 
Irwin Vladimir & Co. j] 88% 
McCann-Erickson 
Robert Otto & Co. 
National Export Advertising 
Service 


Foreign Advertising & Service 
Bureau 

G. M. Basford Co. 

Gotham Advertising Co. 

Grant Advertising 

Russell T. Gray, Inc. 


Buchen Co. 

Batten, Barton, Durstine & 
Osborn 

Fuller & Smith & Ross 

Compton Advertising 

Foote, Cone & Belding 

Griswold-Eshleman Co. 


Young & Rubicam 
Andrews Agency 

Bert S. Gittins Advertising 
Sutherland-Abbott Co. 
Roche, Williams & Cleary 


James Thomas Chirurg Co. 

Klau-Van Pietersom-Dunlap 
Associates 

Arthur R. Mogge Inc. 

D’Arcy Advertising Co. 

Cecil & Presbrey 


Canaday, Ewell & Thurber 
Sweeney & James Co. 
Gray & Rogers 

McKim Advertising 
Meldrum & Fewsmith 


Cunningham & Walsh 
Marsteller, Gebhardt & Reed 
J. Roland Kay, Inc. 

Bass & Co. 

Ketchum, MacLeod & Grove 


Buchanan & Co. 

Aitkin-Kynett Co. 

Oakleigh R. French & 
Associates 

Keeling & Co. 





Lower tariffs .. trade group 
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country, (2) greatly increased com- 
petition with European manufac- 
turers and suppliers and (3) a buy- 
ers’ market. The solution: 

“It seems to me that about the 
only alternative in such countries is 
to work out some way either to 
manufacture over there or make 
connections to have our products 
produced in Europe under a licens- 
ing arrangement or a manufacturing 
sales agreement with some European 
company. 

He said that a major factor af- 
fecting European demand for mod- 
ern U. S. equipment has been “the 
very sudden transition from animal 
to mechanized farming which has 
been almost as rapid in Europe as 
it has been here.” 

Mr. Swanberg said that Harvester, 
recognizing the transition, decided 
that it must expand its manufactur- 
ing and sales facilities in Europe for 
such modern equipment or lose out. 

“Not wanting to pass, we decided 
we would expand by throwing in 
more chips . . by increasing our in- 
vestment,” he said. The current sit- 
uation: 

“Today we can ship nothing to 
Britain with the exception of limited 
quantities of crawler tractors and 
industrial equipment, plus service 
parts not available in Britain. That 
is understandable inasmuch as Bri- 
tain is one of the leading producers 
in the world of farm tractors and 
farm equipment, as well as motor 
trucks.”” So why should Britain buy 
these from the U. S.? “The answer 
is .. they don’t.” 


Harvester Reaps Dividends . . 
What has happened to Harvester 
since increasing its capital invest- 
ment and manufacturing facilities in 
Britain for selling not only there but 
in other world markets? Mr. Swan- 
berg summed it up: 

‘We started our manufacture there 
in 1947. We had less than 100 em- 
ployes the first few months. Today 
we have approximately 3,000. We 
have been building and expanding 
ever since we started, and have been 
introducing new machines into the 
line each year. For example, by the 


1 


is revealed in The Oil Forum 


NEW YORK, N. Y. 


petroleum engineering 


op SECRET 


again editorial alertness 
brings readers an exclusive, 
first publication “scoop” 


For months the petroleum industry has been buzz- 
ing for information on the mammoth submergible 
drilling barge which Superior Oil Company of 
California has operated in the bayous of Louisiana 
— the largest, tallest, and most powerful drilling 
barge in the world. 


Actual drilling costs and a complete description 
of the world's deepest well drilled with the rig 
mounted on this barge were given first, exclusive 
publication in the February issue of The Oil Forum. 


Top editorial alertness is one of the many reasons 
why The Oil Forum is able to maintain high reader- 
ship in the highly competitive field of petroleum 
industry publications. It is the leading oil pub- 
lication in overall foreign circulation and main- 
tained a 1952 domestic circulation of 11,744! 


IT WILL PAY YOU TO ADVERTISE IN 


The OIL FORUM 


FORT WORTH, TEXAS 








FOR DETAILED INFORMATION ON 


84 INDUSTRIAL and TRADE MARKETS . . . 


SEE YOUR NEW 


1953 MARKET DATA & DIRECTORY NUMBER, 


INDUSTRIAL MARKETING 
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Easy does it! When you’re faced with 
the question — What does this market 
hold for us? — or — In what market 
can we expand profitably? — you can 
eliminate both the lost time involved in 
collecting all kinds of facts, reports, 
and studies from many sources, as well 
as the drudgery of analyzing them and 
piecing them into a pattern. 


Instead, for a quick, clean start, simply 
turn to your Market Data & Directory 
Number of INDUSTRIAL MARKET- 
ING. Here you will find your basic 
data on the 84 major industrial and 
trade markets concisely presented — 
providing you with a solid basis for 
further thinking, further investiga- 
tion. And this is made easy too, be- 
cause in each section there is a list of all 
the business papers serving that field, 
plus sources from which to obtain more 
detailed and up-to-the-second data on 
which to build advertising schedules 
that will give you maximum impact on 
the sales targets which are best for you. 
With MD&DN heading you in the right 
direction, you can do the job, better, 
faster, and easier. 


FeO Y mM lilautlitcliMeli Mm lillie alike Likelin 


Seethe /AS5FZ Market Data & Directory Number 


Abernethy Publications . Automotive News Almanac 
Advertisers’ Research Service . Automotive News of the Pacific North- 
Advertising Age ... : west 7 
Advertising Publications, inc. 41- 44, 47-50 = Aviation Age 
Aeronautical Engineering Catalog . 
Aeronautical Engineering Review 
Air Force 
Air Force Times 
America Clinica 
American Artisan 
American Automobile, The 
American Aviation 
American Aviation 
American Brewer 
American Brewer Register 
American Builder 
American Ceramic Society, The 
American Chemical Society 
American City, The 
American Gas Handbook 
American Gas Journal 
American Institute of Chemical Engi ow dhe gE nme 
neers - Breskin Publications 419, 
American Lumberman & Building Prod- Breweries of The Western Hemisphere 2 
ucts Merchandiser 97 Brewers Digest 
American Machinist er! Building Specialties 


Am@ican Metal Market ..... . 365 “lnc 
American Motel Magazine 297 Suliding Seapty News 106- 


Bacon's Clipping Bureau 
Bacon's Publicity Checker 
Baker's Digest, The 
Bakers Weekly 

Baking Industry 


Directory 
Bedding 
Bedding Buyers’ Guide and ee 
Catalog 
Bill Brothers "Publications ie 
Bituminous Roads & Streets 194 
Blast Furnace and Steel Plant 
Boat & Equipment News 


Directory 


Baking Industry Catalog and Buying 
2 


Boat Statistics & Publishing Co Inc. 3: 
2 


Concrete Products : oe » as 
Conover-Mast Py ey 

83, 205, 327, Back Cover 
Conover-Mast po Bm Directory oe aT 
Construction Bulletin ...... ‘ 201 
Construction Digest ; 201, 210 
Construction Equipment ..... 205 
Construction News Monthly . 201, 209 Gardner Publications 
Constructioneer 201, 203 as . 
Contractors and Engineers Monthly .. 197. Gas Heat =F 
Corrosion ‘ . 387 Gasoline Retailer 
Cosgrove Publishing Co ; 486-487 Gillette Publishing Co 
Cotton Gin and Oil Mill Press, The 149 Golfdom .. 
County and Township Roads 194-195 Gulf Publishing Co 


Food Engineering . 

Fortnightly Telephone Engineer 
Foundry ... - 
Fountain & Fast Food Service 
Fritz Publications, Inc 

Fueloil & Oilheat 


411 
194-195 
295 
406-407 


Daily Journal of Commerce sue 206 Haywood Publishing Co 


: 170-171, 415, 417 
Dairy Indust a sene .. 259 
odes Rendition Se ‘ ro Heating & Plumbing Equipment News 4 


Shae tee - Heating and Ventilating ; 
Dealer Products File .... - 197 Heating, Piping & Air Conditioning 58- 3 
Directory of iron and Steel Plants. . oe Heating Publishers, Inc. 67, 68 
— of Michigan Manufacturers 35 Heating Ventilating Air Conditioning 
5 Guide ° ‘ 

Directory of "Steel Processing # Plants . mony 
Dini Contractor . * 301 Heavy Consiruction Latin mag _ 
odge Corporation hay 

92, 102. A 165. 319. 377 se me — Catalogs 194- — 


Dodge Mfg. Corporation Hill Publishing Company, Allen W. . 69 


American Restaurant Magazine . 456 
American Roofer & Siding Contractor . 108 
American Society for Metals, The 389 
American Society of Civil Engineers 192 
American Society of Heating and Ven- 
tilating Engineers, The 69 
American Society of Lubrication Engi- 
neers, The 338 
American Society of Mechanical 3 
neers, The 157, 333 
American Society of “Tool Enoiners 
The Insert Between 384-385 
American Trade Publishing Co 243, 268 
Amual Butane-Propane Catalog 285 
Annual Buyers Guides For Automotive 
Products, Industrial Machinery and 
Construction Equipment ‘gas 
Annual Meat Packers Guide 273 
Applied Hydraulics 20-21 
a Record 102-103 
Army Time 479 
ASME Mechanical Catalog and Directory 
157, 333 


Associated Construction Publications | 201 
Automatic Launderer & Cleaner, The 309 
Automotive News 73 


Burrelle's Press Clipping Bureau 
Butane Propane News 
Butler Typo Design Research Center .. 
Buttenheim-Dix Publishing Corp 
197, 397, 
Butter, Cheese ‘and Milk Products Jour- 
nal, 


Caminos y Calles . 194 
Camer, The 

Capex Company, Inc 
Case-Shepperd-Mam 
Ceramic Bulletin 


Publishing Corp. 


Chemical Engineering ; 132-1 


Chemical Engineering Progress 


Chemical Week .... . 132-12 


Chicago Metalworker, The re 
Chicago Thrift-Etching Corporation 
Chilton Publications 372-373, 
Civil Engineering 

Clissold Publishing Co 

Coal Age 

Commercial Fertilizer 

Commercial Refrigeration 

Composite Catalog, The 

Concrete Manufacturer, The 


Domestic Engineering 52 3s 

Domestic Engimeering Catalog a, " 
2-53 

Domestic Engineering Publications 52 53 

Et Automovil Americano . 

El Farmaceutico 

El Hospital ... 

Electric Light and Power 

Electrical Catalogs 

Electrical South 

Electrical West 

Electrical World 

Electricity on The Farm Magazine . 

Electrified Industry : 

Engineering and Mining Journal 


Factory Management and Mamtenance 
Farm Equipment Retailing 22 
Farm Implement News 

Feed Age 

Feeds lilustrated 

Feedstuffs 

Fire Engineering 

Florists’ — weond News 

Flow 


Hitchock Publishing Company 366-367, 489 
Home Maintenance and Improvemat . 97 
Hospital Management 290-291, 351 


ice Cream Review, The 
iuminating Engineering 
Iluminating Engineering Society 
Implement & Tractor 
Implement Record nae 
implementos y Tractores i ar 
Independent Petroleum Monthly, The . 
Industrial Distribution “ase 
Industrial Equipment News 
Industrial Fimishing 
Industrial Heating 
Industrial Laboratories ‘ 
Industrial Laboratories Publishing Co. 161 
Industrial Maintenance onc. Saeiae 
Industrial Marketing 47-50 
Industrial Press, The 55, 371 
industrial Publications, Inc 

in ke 98-99, 106-107 
Industrial Publishing Co. The .. 20-21 
Industry and Welding cs 
Ingenieria Internacional Construccion . 215 
Ingenieria Intemacional Industria ... 215 


3rd ; Cover 
161 





Information the Easy Way! 








Contents of the 1953 Edition 


1953 Market Data 
& Directory Number 


June 25, 1952 


Conteining 


B. Bane martes dare 


2. Bows 


MARKET DATA & DIRECTORY NUMBER 


1. 


services. 


4. 








and cataloged by markets. 
MD&DN’s Reader Service Department. 


The latest data in words, figures, and charts on sales, production, con- 
sumption, number and geographical distribution of companies, and buying 
trends — plus a score of other factors significant in selling and advertising 
to 84 major classifications of industries and trades. 
from government agencies, trade associations, publications and other expert 
sources, with the result that virtually every facet of every market picture is 
revealed for your evaluation. 


2. Over 2,400 business papers, classified according to markets served, are 
listed with details on rates, circulations and mechanical specifications. 


3. Approximately 200 leading business magazines make available to you 
through paid space their own informative material on markets, coverage and 


Trade association names and addresses, classified according to markets 
served, are included to aid you in directing inquiries for special information. 


5. Market studies especially prepared by business publications are digested 
Copies will be delivered to you upon inquiry to 


Information is compiled 








Institute of Radio Engineers, 


Institute 


Inc., The 
185-188 
of The Aeronautical Sciences 78 
2-3 


Institutions Catalog Directory 
Institutions Magazine 
Institutions Publications 
Instruments Publishing Co., 
IRE Directory, The 


fron Age, 


The 


Jenkins Publications Inc. 


Johnson, 


Inc., Franklin H. 


Journal of Chemical Education 

Journal of the American Concrete 
Institute 124, 2 

Journal of the Federation of Sewage 


and Industrial Wastes Assns. ..... 


Keeney Publishing Co. 
Keller Publishing Co. 
King Publications 


Latin-America 
Lubrication Engineering 


Machine and Tool Blue Book 
Machine and Tool Blue Book —_— 
a 6- 


Machinery 
Machinist, 


398 
58-59, 62-63 

247 
‘199, 227, 321 


« aan 
338 


366-367 


36/ 
. onl 


he 
Maclean- Hunter Publishing Corp. 


MacRae's 


Blue Book 


Management Magazines Inc. 


Management Methods . 
Catalog and Directory, 


Marine 


eee 


Marine Corps Gazette 


Marine 

view 
Market 
Market 


Engineering and. Shipping Re- 


Analysis of the Motel ‘Industry Z 
Analysis of the Restaurant In- 


dustry . 


Martin & 


Company, B. J. 


Mass Transportation 


Materials 


McGraw-Hill American 


& Methods 
Letter 


McGraw-Hill Catalog Service 


McGraw-Hill Digest : 
McGraw-Hill International 
McGraw-Hill Publishing Company, 


Mechanica 
Mechaniza 
Meredith 
Metal 
Michigan 
Michigan 
Record 
Mid-West 


143, 179, 361, 


Corporation 
Inc. 

| Engineering ... 157 

ae 

Publishing Co. 


Progress 


Contractor and Builder 
Manufacturer and Financial 


Contractor 


Midwest Purchasing Agent, The 
Military Engineer, The .... 
Milk Dealer, The a 
Milk Plant Monthly 
Mill & Factory 
Miller Publishing Co., 
Mining Catalogs ; 
Mississippi Valley Contractor 
Modern Machine Shop 

Modern Materials Handling 
Modern Packaging 

Modem Packaging Corp. 

Modern Plastics 

Modem Railroads ... 

Modern Railroads Publishing Co. 
Municipal Index and Atlas .. 
Municipal Index, The 


. Back Cove 
269 


143, 361 
.. 201 


452- -453 
397 
. oe 


National Association of Corrosion En- 
Gineers 387 

National Bottlers’ Gazette . ‘ pod 

National Miller Pubs., Inc. 

National Petroleum Publishing Co "402- i03 

National Provisioner, The 

National Roofer 109 

Navy Times . . 479 

New England Construction 201 

New Equipment Digest 

New South Baker oe 

Northwest Motor oe 

Northwest Trade Publications 


Occupational Hazards 

Official Airline Guide ... 
Oil Forum, The . "ee 
Olsen Publishing Co, “The . 
Overseas Business Services 


Pacific Printer & Publisher . 
Packaging Parade Ree 
Panamerican Publishing Co., Inc. 
Paper and Pulp Mill Catalogue 
Paper Industry, The . 
Patterson Publishing Co. . 
Penton Publishing Co., The 

Insert Between 368- ioe 


The 
*402- 403 
406-407 
. aan 
119, 121 
In- 


Petroleum Engineer, 

Petroleum Processing 

Petroleum Refer ... 

Pharmacy International 

Pit & Quarry .... 

Pit and Quarry ‘and Associated 
dustries . ; 

Pit & Quarry Handbook .... 

Plant Engineering 3 

Pocket List of Railroad ‘Officials, The 451 

Power 4-435 

Power Engineering . 431 


Power Wagon .... 

Practical Builder 

Practical Publications. 
Precision Metal Molding 
Proceedings of the I.R.E. ... 
Product Design & aememeel 
Product Engineering 

Production Equipment 

Public Utilities Fortnightly 
Public Utilities Reports, Inc. 
Public Works ena 
Purchasing 

Radio & Electronic Jobber News, Inc 
Railway Age .... 
Railway veenee & Maintenance 


Insert Between 448- 


189 
449 


Insert Between 448-449 


Railway "Equipment and 


Publication 
0., ae 
Railway Mechanical & Electrical Engi- 

meer ... 
Railway Purchases and Stores ; 
Railway Signaling & Commumications 


451 


. Insert Between 448-449 


Insert Between 448-449 


Railway Supply ‘Industry Yearbook .. 

‘ Insert Between 448 
Refinery | Catalog, The 
Reinhold Publishing seein 
Roads and Streets ..... ‘ 
Rock Products “s 2 
Rocky Mountaim Motornews 
Rocky Mountain Oil ae 
Reofing Yearbook 
Rubber Age 
Rubber Red Book 


74, 


School Equipment News 
School Executive, The 
Screw Machine Engineering 
Screw Machine Publishing Co., 
Sewage and Industrial Wastes 
Shipping Management 
Siebel Publishing Company 
Signalman’s Journal, The . 
Simmons-Boardman Publications 
. 94-95, 341, 
Smith Publications, 
Snips Magazine ... 
Scuthem Advertising and Publisming . 
Southemn Automotive Journal 
Southern Building Supplies 
Southern Food Processor : 
Southern Garment Manufacturer 
Southern Hardware 
Southern Jeweler 
Southem 
Material Dealer 
Southern Lumberman 


Inc 


242, 


W.R.C. 


194- 
. 116 


449 


406-407 


163 
195 


410 
, 410 
109 
474 


| 474 


461 
461 


ae 


379 
398 
276 
249 
454 


Insert Between 448 449 


— 1 
Lumber Journal and Building 
311 


Southern Plumbing and Air 
Conditioning 

Southern Power and 
Southern Printer, The 
Southen Pulp and Paper Manufacturer 
Southern Stationer and Office Outfitter 1 
Southwest Builder and Contractor 201 
Steel Insert Between 368-369 
Steel Processing 390 
Steel Publications, . 390 
Successful Farming 221 
Sweet's Catalog Service 377 


Heating 


Industry 


Inc 


92, 165, 319, 


Technical Publishing Co 315, 431 
Telephone Composite Catalog & weed 
Directory 
Telephone Engineer and Management 
Telephone Engineer Publishing Corp 
Texas Contractor 
Textile Catalogs 
Textile Industries 
Textile World 
Textiles Panamericanos 
Thomas Publishing Co 
Thomas Register 
Tool Engineer, The, 
Traffic Service Corp., 
Traffic World . 
Trailer Dealer Magazine 
Trailer Park Management 
Transportation Supply News 
Turrentine Publishing Co., Walter 


467 
. 467 
. 467 

201 

469 
« me 

471 

213 
323, 337 

ee 5aS 

Insert Between 384-385 
The 2nd Cover 
. 2nd Cover, 7d 


: M9 
2nd Cover 
. 309 


Utilization . 349 


Vance Publishing Co 


Wastes Engineering 

Water Works Engineering 

Watkins Cyclopedia of the Steel epcceny 

Welding Engineer, The 

Welding Journal, The 

Western Builder 

Westen Construction 

Western Industry 

Who's Who 

Wilson-Carr Publication 

Wire and Wire Products 

Wire & Wire Products Annual Buyer’ $ 

Guide . 

Wood Working "Digest 

Woodworkers Reporter . 486-487 

World Construction . 194-195 

World Construction Catalog = 194. =. 

World News ‘ 215 
406-407 








LOOK FOR THIS EMBLEM 


in the advertisement of a business publication . . . it 
means that the publication has filed, 
DATA & DIRECTORY NUMBER, detailed facts regarding 


World Oil 
For Detailed Data See 





its 
in the MARKET 


editorial 


services, circulation, 


influence, 
studies, etc., and that this will be found adjacent to 
data on the market served. 


market 


Industrial Marketing's 


Annual Market Data 
& Directory Number 








end of this year we will be turning 
out crawler tractors. 

“What is the end result to date 
The British farmer is still our good 
customer, our old employes are still 


with us, and many new ones have 
been added. Further, we are ship- 
ping machines to countries all over 
the world that have sterling to pay 
for them but no dollars to purchase 
from this country; hence, we are 
holding other important markets for 
7 HE Marine Corps conducts one of the foremost testing centers for new our products. 
equipment of all kinds. It is specifically charged by Congress under the “What about our capital invest- 
National Security Act to develop ". . . those phases of amphibious operations ment? We are getting dividends 
| from the British company. Further, 


which pertain to tactics, technique and equipment employed by landing forces.” 
we have reason to be confident that 


This vital defense function is carried out by the Marine Corps through the Marine 
Corps Development Center, the Marine Corps Equipment Board, and the Joint 
Landing Force Board in coordination with the Army, Navy and Air Force. 


we will continue to receive such in- 
come and that, of course, in the long 
run justifies our investment.” 


in a@ very real sense Marines have drawn the blue- 
prints for action and equipment in every war in 
which our country has been engaged .. . on land, 
in the air, af sea. 


lf you have machinery or materiel, a product or a service that may be utilized 


for the defense of your country... TELL IT TO THE MARINES! 


The best way to do that is through the pages of The 
Marine Corps Gazette .. . largest circulation pro- 
fessional military magazine in America. For rates 
and data address Promotion Manager, Box 106, 
Quanico, Va., or Capt. Murray Martin, 2 West 46 
ee New York 36, N. Y. LU 2-1540. } Sales Veteran ae 


Marine Corps 


Gazette 


SELLING TO THE SERVICES ?... 
TELL /T TO THE MARINES (ies 


The Michener Co. 


LT) EMI ness. papers, farm 
at TES Me papers and con- sell the TOP man... we Meldrum & F h 
sumer magazines i eldrum ewsmith . . 
CHECKER that use “publicity the REGISTERED engineer a eaicalaieiel ay Bead 
—lists them alpha- 
betically and in 99 HE SIGNS THE ORDERS! — pik ane 


market groups — compiled from thou- 
sands of publicity release lists — record 


system included that eliminates card DOIT NOW 


files — shows how to prepare publicity 


and how to place it — reduces clerical R THROUGH a a 


time, eliminates deadwood and 


improves results 
Price $10.00. Sent on approval. The Official Magazine of the 
REGISTERED 


BACON’S CLIPPING BUREAU PROFESSIONAL ENGINEER 


343 So, Dearborn St., Chicago 4 





THE MEMBERSHIP OF A 
C.1.P. Century Club now has 


Annual Spread. . Ads iik 


me € { wt iron Pipe 


DISTINGUISHED CLUB... 
43Members 


CLUB ROSTER 











‘Old age’ offers promotion help 


to cast iron pipe research group 


® THE Cast Iron Pipe Century Club 
has turned old age into an asset for 
the 12 members of the Cast Iron 
Pipe Research Association, whose 
headquarters are in Chicago. 

Originated by the research as- 
sociation’s advertising agency, H. B. 
Humphrey, Alley & Richards, New 
York, the Cast Iron Pipe Century 
Club was organized in 1947. 

The purpose of the club is to 
promote cast iron pipe by honoring 
municipal water and gas depart- 
ments and privately owned com- 
panies who have in their distribu- 
tion systems cast iron mains that 
were laid a century or more ago. 

To quote from the original organ- 
ization papers “The purpose of 
the organization is to establish hon- 
orary membership in the club for all 
municipalities or other organizations 
which have, or are employing or us- 


ing cast iron mains which have 


served not less than 100 years in ac- 
tive service.” 
When the club was 


there were 18 members 


organized 
As of Jan- 
uary, 1953, membership had _ in- 
creased to 43 and it is believed that 
by 1954 the club will number more 
than 50 members. 

The first Cast Iron Pipe Research 
Association ad about the century 
Since that 
January the club has 


club appeared in 1947 
year, each 
been featured in ads in business 
publications and news magazines 
This year’s century club adver- 
tising program included two-thirds 
pages in Time, Newsweek and Na- 
tion's Business, and spreads in Civil 
Engineering, Engineering News Rec- 
ord, Gas, Gas Age, Water & Sewage 
Works, and Water Works Engineer 
mg 
headed The 
Membership of a Distinguished Club 


The spreads, 


C. I. P. Century Club now has 43 
Members,” play up the fact that 
“96°, of all 6-inch and larger cast 
iron water mains ever laid in ‘25 
representative cities are still in 


service.” 


Copy Help... This isn't cooperative 
advertising in the sense that cost is 
shared by suppliers and customers, 
but cooperative advertising on a 
unique basis, where municipalities 
and privately-owned utilities having 
cast iron pipe in use 100 years o1 
more have agreed to cooperate in 
permitting the Cast Iron Pipe Re- 
search Association to use their 
names to back up the claim that cast 
Iron pipe serves a century or more 

In general, additions to the mem 
bership list coincide with the first 
installation of cast iron pipe or with 
the incorporation of the municipal- 
itv. Members of the club receive an 
engrossed and framed certificate of 
honor, signed by Thomas F. Wolfe, 
secretary. Mr. Wolfe also is manag- 
ing director of the Cast Iron Pipe 
Research Association 

Members of the association are 
Alabama Pipe Co., Anniston, Ala., 
American Cast Iren Pipe Co., Bir- 
James B. Clow & 
Sons, Chicago, Glamorgan Pipe & 
Co., Lynchburg, Va, 
Lynchburg Foundry Co., Lynch- 
burg, McWane Cast Iron Pipe Co., 
Birmingham, National Cast Iron 
Pipe, a Division of James B. Clow & 
Sons, Pacific States 
Cast Iron Pipe Co., Provo, Utah, 
United States Pipe & Foundry Co., 
Surlington, N. J., Warren Foundry 
& Pipe Corp., New York, R. D. Wood 
Co., Philadelphia, and Lone Stat 
Steel Co., Dallas 


mingham, Ala., 


Foundry 


Birmingham, 


eahncate of Mem bey, 


5 4 ' 
_ an 


= 


ify Mp 


Vitw of St. Louis 


Cissy (eas viva cherie 


Diploma .. 





gw Send for available Reprints of editorial features 


are offered here as a special 
e service to IM readers. Please 
Te rints send number and name of 
article with exact amount in 
coins, stamps or check to: The 
Editor, Industrial Marketing, 200 
E. Illinois St., Chicago. 


of Industrial Marketing 


Sorry, we can't handle credit 
orders under $1. We'll be happy 


ADVERTISING feature articles to bill you for larger sums. 


. were placed in Construction News 





Monthly during 1952. These adver- |} R223 How industrial Bp paid off 
| AA 


tisers concentrated their sales efforts An 


at the local level. Construction How to know when to use manufacturers’ agents 
Ir 1as A. Staudt, Octobe 1952 : 
News Monthly's circulation blankets 
Z Four “7, * te ig < roe. inquiries . » duds or hot ones 
the construction industry through- sidney Clay er, 195/ 
out Oklahoma, eastern Missouri, 22( ve aieetions should gy os industrial copy 
) vember 
Arkansas, western Tennessee, Mis- 
Z1 oy saat Praise, emery new, xt v ] t 
sissippi and Louisiana with local ' uf ie apace —_ 


bid news, local job pictures, local 218 Eight advertisers tell results from external publications 
contracts and awards, and news Si hilt re lac | Nicaea 


about local people in the industry. 2] age en paper volume may hit third annual record in 1952 


C nstruction 
N M hl {21 + advertising agencies place 415,897 pages in business papers in 1951 
ews mont anal 
y y el companies spent . . industrial salesmen earn average $8,000 in ‘51 
Vw 


LITTLE ROCK, ARKANSAS y Merle Kingn Mar., 1952. 2 


Industrial ad budgets to hit 2.16% in ‘52 
by Bob Aitchison, Jan., 1952. 25¢ 


ige en ur er 
j venezian, oef 


What will happen to expanded plant capacity? 
by W. A. Marstelle June d d 


Salaries of industrial ad managers rise in past 11 years. . 
Median industrial advertiser spends $150,000 


$0 / by Bob Aitchison, Nev. and Dec., 1951. 2 
e R2 You can hire salesmen faster with this interview technique 


i 


It’s EASY R208 Today’ 8 cheep ctvertsing dollar . . is it fact or fancy? 


by 


by A 
covered by BEDDING! ' 
R rg to use a h bento ag wage 

@ BLANKET COVERAGE—the only y Howard G. Sawyer, J Aug 

publication in the asena sleep- Rz Today's sales incomes can get out of hand . . stop them 

ing equipment industry! by Birney Miller and B. K. Moffitt, June, 1951 

BEDDING SPREADS over the ; » b 

great $431,000,000 market to R205 oe * oo mater a coo 

reach the manufacturers produc- 5 ; 


ing 90% of the industry's vol- R2 How ee buys 
by John H. Platten 


to sell the market Ri 1951 business paper volume to reach all-time peak 
R. Veneziar ept., 195 25e 


ume! 
Yes, YOU GET COMPLETE ONE- How business papers can meet their new competition 
BOOK COVERAGE of this tremen by William A. Marsteller, April, 19° ; 
dous market—and page ads Coss ] How to measure results of industrial advertising 
only 33,¢ per subscriber (12 time ny William A. Marsteller. May. 1940 


rate)! 
That's pretty soft for you, too! | KI61 We went to four-color inserts on a cut budget 
| } Clifford Stubl Taare 194 = 


y \ otubbs jun 





See SRDS under : Meck a : : 

Class 54—Furnt- | Rie ockup Ss improves salesmen’s closing ratio 
Industrial Marketing's ture & Upholstery | by H. W. Bluethe, ‘ 48. 7 

Send for ‘'Media 
PUEEEIEUETEG@ IE Data File.” $4 pong 2 nowepapes etverticing to spot industrial buyers 
& Directory Number Wilhelm Ferdir Aug., | ‘ 
How can I find what type to use? 
io At :t P 49 


4. Raymond HNoppe At 194 


Market research combats oO distribution ¢ 
by Richard I 


The effectiveness of repeated advertisements 


14 








Merchandise Mart, Chicago 54 Riz The economics of industrial advertising 
by | H Neal. Sept 47. 25 











REL, LABI, ) Latest Metals Prices 


TIMELY sews of metas 


Round f Metals Supp! 
ey 


More Metals Advertising Than Any 
Other Medium 


Today’s buyers in the steel and 
metal trades can’t wait . . they 
need accurate DAILY reports and 
quotations on steel, metals, metal 
products, ores, and alloys, also all 
DAILY trade, market and govern- 
ment developments. Only AMERI- 
CAN METAL MARKET gives them 
this prompt service. Make this day- 
to-day contact with management, 
purchasing, and operating execu- 
tives in this vital industry through 
advertising in the most wanted 
metal-trade paper Over 300 
sellers of metals, metal handling 
equipment and machinery are 
carrying regular schedules in 
industry’s daily newspaper. 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street New York 38, N.Y, 





the 














at Your 
Fingertips 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1953 SCHEDULES 


... see the hundreds of pages 
of data covering 84 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 
. in your 
1953 INDUSTRIAL MARKET 


DATA & DIRECTORY 
NUMBER 








Y4&T leases lift trucks 


1ued 0S 





sale of 


vehi- 


will finance the retail 
proximately 750,000 
and will finance at wholesale 


ap- 
motor 
cles, 
(that is, 
purchases of cars and trucks) $1.5 
billion worth of new motor vehicles. 
Meanwhile C.1.T. Corp. 
finance more than $500,000,000 worth 
of contractors’ road-building equip- 


make advances for dealers’ 


expects to 


ment. 


While 
release any 
spective lesees of industrial equip- 
will have to pay in rental 
Mr. Brown explained that 
will de- 


neither C.LT. nor Y&T will 
figures on what pro- 
ment 
charges, 
charges vary somewhat 
pending on type of equipment and 
the use to which it will be put. The 


basis for determining rental charges, 


he said, will be the same every- 
where in the country and for all 
types of equipment 

In several respects, the plan is 
similar to that which some insur- 
ance companies, notably Equitable 
Life Assurance Society, have en- 
tered into with several railroads 


since the end of World War II. Many 
of the Diesel locomotives now being 
used by the carriers are rented from 
This rent- 


al plan is being extended to rolling 


the insurance companies. 


stock also. 


that such 


industrial 


Brown said 
of heavy 


rental by 


Mr. 
chases 
ment for 


pur- 
equip- 
large financial 
and . a de- 
velopment of the past few years . . 


that 


insurance companies 


may be a trend conceivably 


could revolutionize old established 
marketing methods of heavy ma- 
chinery manufacturers. But this 


type of financing and marketing, he 


cautioned, is still in an early and 


experimental stage, and it is too 
conclusions about its 
It will bear 


and un- 


soon to draw 
value or effectiveness. 
watching, he said, for new 


foreseeable developments. 


Neither Y&T or C.LT. plan any 
special advertising of the new leas- 
ing plan. The financing company 


will send around 
with Y&T salesmen to explain the 
plan to Y&T dealers. At 
of Y&T’s business is de- 


branch 


representatives 


present 


about 70° 


veloped by its own offices 








coat MINING 


is reac Sy 
, MEN who BUY! 


ie COAL 


Pe he 


Mining takes 


ape we Coal 


sales message to buyers wherever coal 


your 


is mined. Its carefully controlled circula 
tion, revised daily, guarantees you max 
imum advertising contact with operating 
and 


managers Supervisors 


executives 
engaged in the production of bituminous 


and anthracite 


It pays fo advertise in 

COAL MINING 
Speco, Inc., 
“We 


have advertised exclusively to the min 


| ee 2 


Cleveland paint manufacturer says 


Vinney, president, 


ing industry in Coal Mining since 1946 
Results 


sales have increased 


have been consistently good and 


our steadily 


COAL MINING — 


faa Country Club Drives Pittsburgh 27, Pa 
Serving the coal industry since 1899 























you'll be stuck on 


GOODSTIX, too! 


new transparent self-sticking 
sign... for all industries! 


COODSTIX new transparent self-sticking 
signs are so simple to use at point-of.- 
purchase. No glue, no tape, no moisture, 
no mess. That’s why retailers and sales- 
men appreciate Goopstix. Just peel off 
the two protective strips—and press. No 
wonder hundreds of firms—in a wide 
variety of industries—are snatching up 


coopstix, HOW ABOUT YOU? 
STREAMERS: e« POSTERS 


SIGNS ¢ INSTRUCTION LABELS 





FREE! informational folder 


“GOODstix FOR SALES," 
Call, for your copy 
and samples 


GOODREN PRODUCTS CORP. 


DEPT. IM3 ,136 WEST 2] STREET, NEW YORK 
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write, wire 















New Markets !! 


If you want to sell in the 
14 Southern states, investigate 
these official publications of 
the Southern Assn. of Science 
and Industry: 


SOUTHERN INDUSTRIAL DIRECTORY 


Lists more than 3,000 multi-million 
dollar Abundant 
market data. Used by purchasing 


manufacturers 


industrial equip- 
services. New edi- 
Annual, $5 per 


agents to locate 
ment, supplies 
tion in preparation, 
copy 

SOUTHERN CHEMICAL INDUSTRY 


Guaranteed circulation of more than 
5,000 


process engineers, technical execu 


chemists, research directors, 


tives. Ideal medium for chemicals 


and apparatus. Issued bi-monthly 


with Journal of Southern Research. 


$5 per year. 


Write today to: 


5009 Peachtree Rd., Atlanta, Georgia 


-with a 
METAL NAME PLATE 


ad 


Spotlight your product with a sparkling 
metal name plate We gladly cooperate with 
sales and advertising executives to create 
standout identification which reflects your 
product's quality ... marks it for more sales. 
Send a rough sketch or blue print for design 
suggestion and quotation, Let us help you 
improve your product identification. Write 


now for detailed tnformation, 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
Subsidiary of Dodge Manufacturing Corporation, Mishawaka, Indiana 
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and the remaining 30°, by dealers. 
As a result of the plan, it is ex- 
pected that additional dealers will 
be added to the 40 now 
Y&T’s equipment. 
arrangement dealers will not have 


handling 
Under the new 


to tie up as much capital as former- 
ly. This should enable Y&T to ex- 
tend its market coverage and will 
more in 


enable dealers to invest 


sales promotion 


Employe, public relations 





paid lunch, rest, smoking periods 

To these extra benefits the em- 
ployes obviously are asked to con- 
tribute nothing. They cost the com- 
pany a total of $2,664,404. 


line reads: 


The tag 
“These six benefits cost 
Post Cereals and Carton & Contain- 
er 58¢ They 


cost you nothing.” 


per person per hour. 


There is no hint of paternalism in 
all of this 


either that certain benefits . 


There is no suggestion 
such 
as paid vacations and holidays 

are not the earned right of em- 
ployes. The merit of the burden, 
who carries it, isn’t 
involved in the text at all. The 
is just 


regardless of 
company isn't moaning; it 
pointing out facts it feels the em- 
ployes are entitled to know. 
Miscellaneous benefits: The fourth 
Em- 
ploye LeRoy Whitney on the cover, 


and final pamphlet features 
and includes miscellaneous benefits 
(although they cost $85,483 a year), 
such as uniforms and laundry, rec- 
reation, the suggestion plan, cafe- 
teria and lunch-room losses and an- 
other dozen odds-and-ends benefits. 

This is a good, informative pro- 
gram. It goes right to the core of 
the trouble in communications about 
benefits . . cost and who carries it 

For a long time certain companies 
have been abashed at the thought of 
mentioning their own contributions 
to employe benefit programs, on the 
basis that such talk is in bad taste. 
When they maintain their silence, 
less self-effacing institutions have 
been known to move in and seize 
the credit themselves 

PC and C&C didn’t there 


with its provocative pamphleteering 


stop 


It has let its people know the score 
in such matters as earnings, incen- 


tive pay and job security 


Many of these themes developed 
at this General Foods 
have been built around the ques- 


operation 


tions that employes ask, and have 
every right to ask. The answers are 
given simply and directly, with the 
obvious intent on the part of the 
authors not to bewilder and confuse, 
but to clarify and to anticipate 
what’s on workers’ minds. 
There is much talk 
rounds about economic education of 
In Battle Creek one may 
find where to begin, and how to 


going the 
employes 


proceed 
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Index to Advertisers 





Abernethy Publications 144 

*Advertisers’ Research Service .. 168 

Agricultural & Food Chemistry . 133 

*American Aviation ............. 18 

*American Ceramic Society 145 
American Chemical Society, The 

Be 2/, 89, 33 

-» 1GZ 

74-75 
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American Engineer ... 
*American Machinist 
*American Metal Market 
American Photocopy Equipment 
Co... Set 32 
*American Society for Metals, 
The ... 90-91 
*American Society of Civil Engi- 
neers, The 141 
*American Society of Tool ‘Engi- 
neers, The Insert Between 96-97 
*Annual Meat Packers Guide . 145 
Appliance Manufacturer ae 
*Applied Hydraulics ae ee 
*A.S.M.E. Mechanical hupsetees and 
Directory .... 151 


*Aviation Age . 28-29 


*Bacon’s Clipping Bureau 162 
*Bedding ae . 164 
Black Diamond , epee . 168 
Bramson Publishing Co. 43 
*Brewers Digest, The . . 167 
*Burrelle’s Press Clipping Bureau 168 


“Capex Company, Inc. 154 
*Ceramic Bulletin ... ; wwe 165 
Chemical & Engineering News... 27 
*Chemical Engineering .......... 115 
Chemical Engineering Catalog .. 17 
*Chemical Engineering Progress . 6 
Chemical Materials Catalog .... 17 
Chemical Processing . 112-113 
“Chemical Week ............ 108-109 
*Chicago Thrift- Etching Corp. 166 
*Chilton Publications 122-123 
*Civil Engineering 141 
Clark Publishing Co. 140 
Coal Mining 165 
“Commercial Fertilizer 144 
*Commercial Refrigeration 87 
*Conover-Mast Corp. 

. 28-29, 70-71, 82, 93, 4th Cover 
*Conover-Mast Purchasing Direc- 

tory 

*Construction Equipment 4th Cover 
*Construction News Monthly 164 
“Contractors & Engineers 19 


Daily Journal of Commerce 158 
*Dodge Corp., F. W. 36-37, 78-79 
Domestic Engineering 9 


El Hospital 157 
‘Electric Light & Power . . 98-99 
*Electrical West . 34 
*Engineering & Mining Journal 

... 2nd Cover 
111 


Engineering News-Record . 
142 


Export Trade and Shipper . 


Factory eee & Mainte- 
MANGO ...... . 94-95 
*Flow .. 87 
“Food Engineering 116-117 
Food Processing 112-113 


Insert Between 64-65 
147 
167 


Foundry 
‘Fritz Publications, Inc. 
Frozen Food Age 


*Gardner Publications 101 
"Gas 21 
Goodren Products Corp. . . 165 
Gray, Inc., Russell T. 24 
"Gulf Publishing Co. 8, 39, 63 
Gussow Publications Inc., Don . 167 


“Haywood Publishing Co. 98-99 
*Heating & Plumbing Equipment 
News 45 
*Heating & Ventilating 45 
‘Heating, Piping & Air Condi- 
tioning 2, 10-11 
*Heinn Company, The 42 
*Hitchcock Publishing Co. 25, 41 


Industrial & Engineering Chem- 

istry . alana: 89 
*Industrial Equipment ‘News 31 
*Industrial Heating 148 
*Industrial Maintenance 158 
*Industrial Marketing 

130-131, 160-161 

“Industrial Press, The . 45, 56-57 
*Industrial Publishing Co. 87 
*Industry & Welding 
*Institute of Radio Engineers, 

Inc., The 

Iron Age 

Iron & Steel Engineer 

Ivel Corp. 


‘Jenkins Publications, Inc. 2 
"Johnson, Inc., Franklin H. 26 


*Keeney Publishing Co. 2, 10-11 
Kimberly-Clark Corp. 69 
*King Publications 119 


*Machine and Tool Blue Book 41 
Machine Design 44 
*Machinery 56-57 
*“MacRae’s Blue Book 121 
*Marine Catalog and Buyers’ Di- 
rectory 55 
*Marine Engineering & Shipping 
Review 
*Marine Corps Gazette 
Marsteller, Gebhardt & Reed, 
Inc 
*Martin Advertising Agency 168 
*Materials & Methods 46 
McGraw-Hill Book Co. 146 
McGraw-Hill Digest .. 149 
McGraw-Hill Publishing Co., Inc. 
2nd Cover, 7, 14-15, 34, 35, 60-61, 
74-75, 94-95, 108-109, 111, 115, 116- 
117, 137, 146, 149, 3rd Cover 
“Mechanical Engineering 151 
*Mechanization 38 
*Metal Progress 90-91 
Meyercord Company, The 153 
*Midwest Purchasing Agent, The 143 
*Mill & Factory 70-71 
“Modern Machine Shop 101 
*Modern Railroads 4-5 
*Modern Railroads Publishing Co. 4-5 
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Publications, 
102-103 


National Business 


Inc. 


The Annual Market Data & Directory Number 
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Don Gussow Publications, Ine. 


Information Headquarters of the Billion Dollar industries They Serve 
FROZEN FOOD AGE + CANDY INDUSTRY + BOTTLING INDUSTRY 
THE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St, N.Y.C. * MUrray Hill 7-877) 
CHICAGO 30 North LaSalle Street (Rankin 2.9057 
SAN FRANCISCO Simpson Reilly Ltd 703 Market Street (OOugias 2 4994 
LOS ANGELES Simpson Reilly Lid. Hailibarton Building (DUnmirs 61179 
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In the 
‘Brewing Industry. 


nearly | 


lv shicdy reall 





ee ens 


The fastest growing 


publication with the 
largest ABC circulation 


THE BREWERS DIGEST 


4049 Peterson Ave., 


Chicago 30, Ill. 
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We investigated 22 re- 
search organizations . . 
Western Union was selected 
hecause of . extenswe cot 
erage speed ...and the 


You, too, can 
profit from 
Western Union 


MARKET SURVEYS 





Fast, efficient way 
to check consumer 
attitudes and 
brand preferences. 
Call on Western 
Union for local, 
sectional, or nation-wide sur 
veys—conducted by over 2,000 
experienced, on-the-ground 
offices throughout the country. 


Other Western Union Services 
@ DISTRIBUTION—-F ast distribution by mes 


senger service 


@ CIRCULATION VERIFICATION—C hecks titles, 


buying influence and addresses 


@ PUBLIC OPINION POLLS—Spot checks on 
media coverage and consumer prefer 
ences 

@ “OPERATOR 25° — Enables advertisers to 
give prospects the names of local deal 
ers by telephone...provides missing link 
between advertiser and consumer. 


For further information on any or all 
these special services, call your 


local office of WESTERN 
UNION 


Opportunity for Industrial Advertising 
Man or Agency 











If you have decided that now is the time to use 
your abilities to eater advantage, then this oppor 
tunity may be for you A medium-sized and grow 
ing advertising ageney with its main office in Nortl 
eastern Ohio coking an advertising man with in 
Lccoun! a man heading small industrial 

uweney to handle its industrial advertising 

division Opportunity to share in) profits and man 
igement Write Box 476, Industrial Marketing, 200 

Ilinvis 8 Chieago 11, Il 
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the Real Push 
Behind Sales! 


You'll find “‘Snips’’ a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 
heating contractors See fndus- 
trial Marketing Data Book 


A ‘Snips Magazine 


107 WEST LAKE STREET CHICAGO 44, LLINONS 
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National Industrial Adv. Ass’n. 
National Provisioner, The 
*New Equipment Digest 

*New South Baker 


Occupational Hazards 
Oil and Gas Journal, The 
*Oil Forum, The 


*Panamerican Publishing Co. .... 
"Paper & Pulp Mill Catalogue .. 
Paper Industry, The (Formerly 
The Paper Industry and Paper 
World) 147 
*Penton Pub. Co. 
13, 44, 107, Insert Between 32-33, 
64-65 
*Petroleum Refiner 63 
*Pit and Quarry . 23 
Plurnbing & Heating Business 155 
‘Power . 137 
*Precision Metal Molding 87 
*Proceedings of the I.R.E. 124 
Product Design & Development 
*Product Engineering 
Production Engineering & Mgmt. 
Progressive Architecture 
*Public Works 
*Purchasing 


Putman Publishing Co. 59, 112-113 


“Railway Age ... 66-67 

*Refinery Catalog, The 8 
*Reinhold Publishing Corp. 

17, 27, 46, 89, 133, 139 

Remington Rand, Inc. 129 


Sickles Photo-Reporting Service . 168 
Siebel Publications 167 
*Simmons-Boardman Publ. Corp. 

55, 66-67 
Harry W. 156 
W.R.C. 

81, 84-85 
*Snips Magazine 168 
*Southern Advertising and Pub- 

lishing 144 
Southern Chemical Industry 166 
*Southern Food Processor 144 
*Southern Garment Manufacturer 144 
*Southern Jeweler 144 
*Southern Power and Industry 81 
*Southern Printer 144 
*Southern Pulp and Paper Manu- 

facturer 144 
*Southern Stationer and Office 

Outfitter 144 
*Steel Insert Between 32-33 
*Sweet’s Catalog Service . 36-37, 78-79 


Smith, Inc., 
*Smith Publishing Co., 


Textile Bulletin 140 
*Textile Industries 84-85 
*Textile World 35 
*Textiles Panamericanos 157 
*Thomas Publishing Co. i. 31 
*Thomas Register 1 
*Tool Engineer, The 

Insert Between 96-97 
*Traffic World 152 


*Vance Publishing Corp. 40 
Viewlex, Inc. 


Wall St. Journal 

Warren Company, S. D. 
*Welding Engineer 
*Western Construction 
Western Union 

Wood and Wood Products 
Wood Working Digest 
World Oil 
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7 BURRELLE’S PRESS CLIPPING BUREAU : 
ip 15 Church St., New York 7, N. 7 


bit it’s printed, , 
} Burrelle's will clip it, 














Sell Your Product Thru 
DIRECT SELLING 


MAIL ORDER 


ADVERTISING 


We Show You How 


Publishers’ rates all publications 


MARTIN 


ADVERTISING AGENCY 


Direct selling mail order ad specialists——29th year 
15 E. 40th St., Dept. 30, New York LE 2-4751 





If you wish to reach the 


coal trade use 


CHICAGO 
Manhattan Bidg. 


NEW YORK 
Whitehall Bidg. 


For over 67 years the leading 
journal of the coal industry 








PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable Photo-Re- 
porters provides effective way to obtain on-location 
photos, case histories, stories and releases 
For more information write or phone 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 

















For all the Facts on Indus- 
trial and Trade Market Data 


LOOK in 
Industrial Marketing's 1953 


MARKET DATA & 
DIRECTORY NUMBER 
































“DO BUSINESS 
AGAZINES REACH HIDDEN 
BUYING INFLUENCES 7?” 


waeaatiillliie ie 


Survey Shows: BUSINESS MAGAZINES REACH MANY BUYING 
INFLUENCES THAT SALESMEN NEVER SEE 









































1850 other MEN in these plants—with buying- 


influence titles for U.S. Steel products—also subscribe 


1 03 of 1 05 sales contacts, in 33 


plants checked, subscribe to publica- 


tions on U. S. Steel’s advertising to these publications, 


schedule. 








PROJECT: To determine how thor- 
oughly business paper advertising 
reaches customers and prospects of 
U. S. Steel. 


PROCEDURE: Each of 11 U.S. 
Steel divisions was asked to name 
all people its salesmen saw in one 
large, one medium and one small 
company. Saiesmen named 105 sales 
contacts in the 33 companies. The 
list was compared with lists of sub- 
scribers to publications U. S. Steel 


McGRAW-HILL PUBLISHING COMPA 


ABP 


Staesegenrere @s 


was using to contact industry. 


RESULTS: 103 of 105 named sales 
contacts were subscribers to at least 
one of the publications on U. S. 
Steel’s advertising schedule. In these 
same companies there were 1850 
other men with titles indicating buy- 
ing influence for U.S. Steel products 
who were subscribers to publications 
carrying the company’s advertising. 


CONCLUSION: Business magazines 


make and maintain contact with 


tte 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 


8us i a 


NY, INC. 


both the known and unknown buy- 
ing influences to build recognition 
and acceptance for products or serv- 
ices. 


A report of the above study is con- 
tained in our Research Department’s 
Laboratory of Advertising Perform- 
ance Data Sheet 1021. If you want 
facts regarding this or other subjects 
related to business paper advertising, 
ask your McGraw-Hill man. 
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Manager 


s Promotion, 


L. E. Matsner, 
Advertising and Sale 


Mack Motor Truck 


Corporation. writes: 


m CONSTRUCT ION 
resulted in 4 


e units.” 


“Qne inquiry fro 
EQUIPMENT Magazine 


sale of three of our larg 














Construction Equipment 


A onover Mast ] ublic ation, 205 East 42nd Stre » 4 














